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"The press is the best instrument for enlightening the 
mind of man and improving him as a rational, moral, and social 
being." 
{-Thomas Jefferson: letter to 
. M. Co ray 1823) 
"Here shall the Press, the People's right, maintain 
Unawed by influence and unbribed by gain; Here Patriot Truth 
her glorious precepts draw-Pledged to Religion, Liberty, and 
Law." 
(-Joseph Story, Motto of the Salem 
Register adapted 1802---story, 
Life of Joseph Story Vol. i,chui 
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Chapter I 
The purpose, method, and de~inition o~ terms used. 
I. The ~urpose. 
Statement o~ purpose. It is the objedt of th• 
writer to inv~stigate the reasons ~or the ~ormation of the 
Malden Press, in view of the existence o~ the Malden Evening 
News, and to examine critically the role o~ public relations 
in the growth and organization of a newly ~ounded publication. 
The writer will also ascertain what was done with respect to 
gaining community· acceptance, obtaining increased advertising 
and circulation. Finally, the author will attempt to. analyze 
the public relations program o~ the Malden Press, and determine 
its i~luence in the newspaper's growth. 
II. The Methods Used• 
The ma~erial for this study is based on' 
1. Study of earlier Malden newspapers. 
2. Analysis o~ advertising revenue of the 
Malden :Press .-
3• Nonwdirected, personal interviews with 
manufacturer~, retailers, chamber o~ 
commerce, city o~~icials, and civic groups 
of Malden, Massachusetts. 
4. Discussions with publishers, editors, 
advertising managers, and salesmen. 
5. Personal observation. 
1 
III. De~inition o~ Terms Used. 
By the Malden Press's community, the writer 
means all of the city of Malden, Massachusetts, and the ~ringe 
areas o~ Melrose, Medford, Everett, Saugus, Wake~ield, and 
North Revere. For a clearer view,-two maps are included show~ 
( 
ing, ( 1) the original area served by the Pres's, and ( 2) the 
expanded area covered by the Greater Malden circulation. 
By Community acceptance, the author means: 
1. The willing cooperation of the city 
o~~icials of Malden, Massachusetts,---
~or example, with regard to paid ad-
vertising o~ the city, information as to 
open meetings, and attendance and result 
o~ council meetings. 
·2* Aid o~ natural allies to Press, and vice 
versa. 
a.~interest and help of the Chamber of 
Commerce, publicity aid, exhange o~ 
speakers and promotional ideas to 
build Malden. 
b.-aid o~ and by merchants. (manufac-
turers and retailers) e.g., Press 
aid with community problems o~ manu-
facturers-unemployment advertising, 
goodwill, and vice versa; aid to re-
tailers in planning advertising and 
2 
promotion tie ins, special editions, 
retailers aid in surveys by Press. 
3. Increased participation in Malden affairs 
by the staff of the Malden Press, e.g., 
public affairs, PTA, clubs, etc. 
Summary 
In summary, this will be the case study of a suburban 
newspaper, with some recommendations and conclusions on how a 
public relations program is needed to meet the changing trends 
on the American community scene; its significance.will be its 
usefulness to the Malden Press, and other periodicals, and 
similar publications. 
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Chapter II 
Background to the formation of the Malden Press. 
To understand fully, the social and economic forces that 
led to the formation of the Malden Press and other Controlled 
. . 
Circulation, newspapers in the thirties, it is necessary to 
start with the perio.d immediately following the War Between the 
States. 
In the forty year period between 1~60~1900, America 
developed rapidly from an agrarian nation to one of the great 
industrial nations of the world. In 1850, there were about 
10,000 miles of railroad track in the country; ten years later 
there was about three times that mileage. 1 By 1900, there was 
197,556 miles of rails. 2 
Coupled with the development of the railroads were a 
series of inventions that changed the tempo of American living. 
Professor Lund, in his stimulati~- book, Newspaper 
Advertising, reports on the ·numerous inventions that revolu-
tionized the American way of lire: 
"The~e inventions included: the typewriter, the 
adding machine, the telephone, the bicycle, electric ligh 
and power, photographic film, the automobile, the X-ray, 
and the motion picture. During this 40 year period, pop-
ulation multiplied two and a half times, reaching 
75,994,575. in 190o.n3 
1-Frank Luther Mott, American Journalism, New York: The Ma£e 
millan Co., 1941, p.282. . . · 
2-John v. Lund, Newspaper'Advertising, New York: Prentice Hall, 
1947 p. 14. 
3-Loc ill• 
4 
Keeping pace with this tremendous industrial advance, 
were the American newspapers, which increased by one third in 
the decade of the sixties, so that by 1870, there were 4,500 of 
them. 4 Dailies multiplied more rapidly than weeklies, increas-
ing fifty per cent in the decade. Mott continues by noting that 
in 1870 "the United States had about three times as many news-
papers as the United Kingdom, and more than a third of all the 
newspapers in the world.5 
So great was the American phenomenon, that an English 
writer described it thus: 
"America is the classic soil of neNspapers; every-
body is reading; literature is permeating everywhere; publicity 
is sought for every interest and every order; no political 
party, no religious sect, no theological school, no literary, 
or benevolent association, is withqut its particular organ; 
there is a universality of print.n6 · 
Everybody was reading newspapers. In this era of expand-
ing American journalism, the small town dailies held their own 
with their sister publications in the metropolitan are~. There 
were two main reasons why the small town dailies favorably com-
peted with the large city daily. 
1) 
2) 
The lack of communication facilities, since 
world news service were not in existence, the 
local daily could offer its readers virtually 
all the national and world news that the larger 
dailies could. · 
The community of interest existing in the smaller 
towns. Most of the townswere settl~d by immi-
; . 
4~Mott, QE• ~, P• 404. 
5-Loc cit. . 
6-B~itish Quarterly Review January 1871 Vol. LIII, p 4, cited 
by Frank Luther Mott, Ibid, p. 405. 
5 
migrants from the same area in Europe and a 
strong tightly woven community was the rule. 
The noted sociologist, F. H. Giddings described 
the New England scene at the turn of the century 
thusly: 
"The genesis of public opinion obviously depends 
upon intellectual contact and communication. Where 
intercourse is as nearly non-existant as it is among 
the Cummberland mountaineers of Tennessee, there is 
no public opinion. Were it as perfect as it was in 
rural New England a generation ago, public opinion 
may reach its highest development. Notwithstanding 
a scattering distribution of the population, every 
family, by means of t~e church, the town-matting, 
the lyceum, and the newspaper, kept itself intelli-
gently informed upon all events of interest in the 
nation and in the world.n7 
However, the same factors that enabled the small daily to 
compete with the large metropolitan papers soon were largely 
responsible for its decline. The development and organization 
of the news wire services in the SOts tipped the scales in favor 
of the large paper. The small dailies could no longer keep pace 
with the big city papers which could afford to pay more for the 
wire services. The circulation of the large dailies multiplied. 
In 1872, two New York City papers, the Sun and Daily News, were 
8 
the only American dailies with a circulation of over 100,000. 
By 1892, the New York World had a circulation of over 374,741, 
and seven other American dailies had a circulation of over 
100,000, including the Boston Globe which had 170,336 and the 
Boston Herald at 143,552.9 
7-F. H. Giddings, Principles of Sociology, New York: The Mac-
millan Company, 1920, p. 139. 
8-Mott, ££• cit., p. 506. 
9-Ibid P• 507. 
6 
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The second factor which was responsible for the small 
daily's popularity, also began to disintegrate. In the 
eighties heavy immigration from Southern and Eastern Europe 
began to crowd the Yankee stock. • • the old ~gle"Saxons who 
had been predominant for generations. Marion Schibsby, Editor 
of Interpreter Releases summed it up as follows: 
"Thus far North and West European countries rank as 
the chief sources of immigration to the u.s. and unless our 
immigration policy is changed it seems likely they will con-
tinue to hold such rank. For a while from 1890~1920, immi-
grants from South and East European countries, the so-called 
"new immigrations," out numbered the "old immigrants," those 
from northern and western Europe.nlO 
(The reader will note in Table I the tremendous rise in 
immigration from Southern and Eastern Europe.) 
The new immigrants who did not feel a kinship to their 
new homes, and indeed, it is probable that the natives did 
nothing to make them feel welcome, began to look to the metro-
politan papers---in the New England Area, they looked to 
Boston. 
10-Schibsby, Marion, editor, Interpreter Releases, Vol. XIV, 
No. 31, Series A. Immigration No. 6, New York; Foreign 
Language Informat~on Service, 1937 P• 212. 
7 
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TABLE I 
SOURCE OF IMMIGRATION TO THE U.S. 1820 ...; 1936 
TOTAL NUMBER E ·u R 0 p E PERCEN'l 
PERIOD OF IMMIGRANTS NORTH & wEST- -SOUTH & EAST TOTAL 
per ce~ per ce~ 
1820--1830 151,824 68 .. 0 2.2 70.2 
1831--1840 ·599,125 
' 
81.8 1.0 82.8 
1841-.... 1850 1;713;251 93.0 .3 93.0 
1851 ... -1860 2,598,214 93.6 .8 93.6 
1861--1870 2;314,824 87.8 1.4 89.2 
1871--1880 2,812,191 73.6 7.2 80.8 
1881-.... 1890 5,246,613 72.0 18.3 90.3 
1891--1900 3;687;564 44.6 51.9 96.5 
1901--1910 8; 795;386 21.7 70.8 92.5 
1911--1920 5;735;811 17.4 58.9 76.3 
1921--1930 4,107;209 31.3 29.0 60.3 
1931--1936 256,538 29 • .3 32.4 61~7 
1820 - 1936 38,018,550 48.4 36.0 85.3 
Source: Marion Schibsby, Editor, Interpreter Releases; 
Vol. XIV, No. 31, Series A Immigration, No. 6, 
June 23, 1937, New York, N.Y., p. 212. 
While the immigrants were looking to the Boston papers 
£or news o£ the old world and the new, the Boston papers were 
looking to the suburbs for increased circulation. With the 
development of the automobile and motor truck, coupled with 
expanding good roads and the start of rural free delivery, the 
large metropolitan papers were able to greatly extend both 
their circulation areas and trading areas within which their 
· local advertising is of value. 
l 
In summary, therefore, it may be said that the small 
daily papers declined because of four main reasons: 
1. There was no longer a local community of in• 
terest as before the waves of the "new inmligra .... 
tion." 
2. The local interest was confined to Anglo-Saxon 
families, which though gradually becoming the 
minority, still held control of the government. 
3. The local newspapers advertising was stationary, 
while the big dailies were booming. The local 
papers sources of revenue were gradually being 
cut off. 
'· The local papers could no longer offer news on 
par with the metropolitan papers. 
A good indication of the decline of the local papers may 
be seen from the following: -- In 1882, Malden, Massachusetts, 
1"1 
with a population of 10,781. could boast of three papers, the 
Press, (no connection with the present paper) Mirror and 
Headlight,. In 1933, with a population of' about 57,_000, the 
city could boast of' only one -w the Malden Evening News. 
Ironically enough, at this same time; the local papers 
were beginning to decline, the suburbs were slowing and pain-
f'ully beginning to grow. As far back as 1882, the transporta--
tion situation between the suburbs and Boston, was a problem. 
For example, the following editorial from the Malden Headlight, 
contains an interesting and colorful picture of life in the 
1880's, in the Boston area. 
8 The policy of the Eastern R.R. toward the Saugus Branch 
cannot be said to be illibere.l in its se:t"Vice of trains, and 
it-is fair to suppose that it is regulated strictly by the 
business principle of' seeing a profit on each trip. That it 
mainly accommodates the public may be taken for granted, or 
with equal force, 1! may~ said that~ peopl~ have regu~ 
lated their business and modes of life to suit the convenience 
- -----of' travel. 
11-Malden Headlight, April 6, 1882, Vol. I No.21. 
9 
Something more is needed, not only by the Eastern road, but by 
all suburban lines. Boston with its 400,000 people ~ practi• 
shut off from all communications with the suburbs soon 
11 ~;;...;;;;.=- 11 otCIOck P .. M. until 6 .@:ill! .QE. some lines 1 i!!. the morn"" There will be a change soon, and this change will be 
ecured by a suburban belt line unless the companies already 
olding possession wake up to the fact, that a lively policy is 
ecessary •. ~ake.~ example of~ present inconvenience. A 
er on res~d~ng !n ~he suburbs ~ g£ ~ Boston and sleep in 
overn~ght !£ order ~ catch an outgoing train to the 
centers of the country. As.an illustration of business 
waiting earlier morning train service, it may be mentioned that 
rning newspapers employ directly and indirectly not less than 
500 people ........ ,a large proportion heads of families, whose busi-
ness compels them to work when others sleep. Manz of these in 
our limited experience, we can say scores desire to live out-
side city limits, where their families ~ ~ breathing space, 
but are compelled to remain in the city for lack of accommoda-
ion. The line of railroads which will undertake to start 
earlier morning trains ~ develop trade and business for the 
suburbs, by no means measured by the few persons who would avai 
themselves of the convenience afforded. We commend to the Eas ... 
tern the especial value of the Saugus Branch line in this con-
ection.nl2 
The editorial campaign of the Headlight apparently bore 
fruit; for about a year later it commented: 
"It is evident that a great deal of capital will be in-
vested in building up the suburbs of Boston this summer.nl3 
And a Boston University Graduate Student described 
another portion of Malden's growth: 
"Even as far back as twenty-five years ago, their popula-
tion (Malden and Medford} was relatively homogeneous -- old 
Yankee Protestant stock. As modern transportation facilitated 
mobilility, Medford and Malden's population mushroomed, absorb-
ing the overflow from the Boston Metropolitan Area.nl4 
The increased capital invested in Malden coupled with the 
mushrooming population were largely responsible for the develo 
12.-Malden Headlight, Vol. I.No. I, Oct. 19, 1881, p. 2. 
13~Malden Headlight, May 25, 1882, p. 2. 
14-Geraldine B. Novotny, "Factors Distinguishing Two Communi• 
ties Differing in Quality of Civic Accomplishments" unpub-
lished, Master's Thesis, Boston University, 1951, P• 26. 
10 
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I ment of Malden as one of the larg:est shopping areas north of 
Boston. Another factor, now par~ount, is the congestion of 
shopping in Boston ....... the crowds, I and the lack of parking space. 
With Malden's population an~ business on the up swing, it 
was only natural that the merchan~s of the city looked for a 
means to reach the public with th:eir advertising messages. 
I 
One alternative that the me!rchants could choose was the 
i 
Malden Evening News. Despite thej fact that the ~ had been 
publishing steadily since 1896, ip 1933 it was only reaching 
from twenty to thirty per cent o~ the people. The ~ had 
I 
jother drawbacks, too. Its publis~er was the acknowledged social 
!leader of the toWn.• s higher echelion, which kept its distance 
!with the newer ele~ents of the cobmunity. Here, it is interest ... 
ing to note, what Geraldine Novotpy found in her study. 
"Further confirmation !that Malden leaders think in 
terms of lower and higher echelonjs." ••••• 
"There has been no support from the top echelon- on 
this thing, as you would expect.~. • ~ • • 
"The pre-eminent leader of the top echelon, as one 
astute observer remarked, is the lking. Upon the death of a 
politically prominent newspaper publisher, the rule was handed 
to the heir presumtive, formerly Ia prominent Malden bank 
official.nl5 ! 
Still another disadvantage !of the News was'its cold and 
I -
impersonal dealings with the to~ts citizens. ·For example, as 
' I • 
one citizen remarked to this obsdrver: 
I 
"I can remember the f~rst time I went to the News I to place an .. ad. I brought the ad! in, the man looked at it, 
1 said "Okay." I paid him, and that. was the end of that-- no 
suggestions .on how to improve it ,i no advice on proper placing --
no offer to help on free publici~y space ~- just a cold blooded 
~ransaction - with not the least 'bit of personal interest. 
I, 
_j _15• ~' P• 181J I 
That's not right for a hometown paper -- it may be okay .for the 
big Boston papers -- but it certainly strikes me as bad busi-
ness to treat the loca+ people like that.n 
This cold and impersonal relationship is not only wrong, 
but it apparently indicates that the News is not fulfilling its 
function as a community newspaper. William G. Bleyer summed it 
up this way: 
"But the newspaper is not fulfilling its mission if 
it is merely a profitable business enterprise, pro-
ducing and selling cheaply a necessary commodity. 
Newspaper publishing is more than the mass produc- , 
tion and mass distribution of a more or less standard~ 
ized low price product designed for mass consumption,' 
like bread, soap, shoes, ready-made garments, and 
automobiles.nl6 · 
Bleyer went on'to cite the three fold function, the news-
paper must play in the for,mation of public opinion. 
"First, it must furnish the day•s news in as com-
plete and accurate a form as possible, because as 
President Woodrow Wilson once said, "The food of 
opinion is the news of the day"; second, it must 
explain and interpret current news and current issues 
in order to aid readers to form intelligent opinions; 
and third, it must guide public opinion, after pre-
senting impartially both sides of every issue, by 
pointing out to readers what measures seem to promise 
the greater good for the greater number.nl7 
When one impartially analyses the three fold function that 
the newspaper must play in the formation of public opinion, in 
terms of what Maldents only newspaper (in 1931) was offering 
the people, the following synopsis might be made. 
Both proponents and opponents of the News generally agree 
that the News carried out the first function, that of furnish-
16-William Grosvenor Bleyer, "Does Press Merit Privileged 
Place?tt Editor~ Publisher, Vol. 67, July 21, 1934, p. 
215. ._ 
. AC qj t..-!.__ 
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ing the day's news in a complete and accurate form, well. But 
the News failed, to explain and interpret current news and 
issues; it failed to guide public opinion, and some critics 
claim, that the paper failed to present both sides of the 
story. 
With this background, it is small wonder that its accep~ 
tance in the community, both in terms of circulation and res-
pect and admiration were so small. 
The second alternative ~acing the merchants of Malden, 
who wished to find a good advertising vehicle, would be to ad-
vertise in the Boston newspapers. However, a closer examination 
of this method reveals many disadvantages w- disadvantages far 
outnumbering advantages. 
Advantages: 
1. Boston papers with an average circulation of about 
300,000 also, would cover the Malden area. 
Disadvantages: 
1. The cost is too high. Boston rates based on higher 
circulation, much higher than local rate. 
2. Despite higher circulation, only 20,000•of the Boston 
papers 300,000 would really be effective. Merchants high pay-
ment does not justify coverage. 
3. No local appeal which community paper brings. 
This method is also unsatisfactory, and it leads us to 
13 
The third alternative facing the merchants, who wished to 
find a good advertising medi1a, was the shopping news. The 
origin of the shopping papers dates back t·o the period after 
the first World War, when merchants banded together to protest 
the high rates of the established papers. The first "shoppers 
guide," on record, was the Cleveland Shoppers Guide of 1921, 
sponsored by the dry goods retailers.18 
Olson went on to state that in the eight year period 
1921 .... 1929, thirty six others were launched, thirty one of 
which faded quickly. However, between 1930 and September, 1933, 
according to a survey made by the American Newspaper Publisherts 
Association, 141 more were started. 19 
The mortality rate was staggering. The ANPA estimated it 
at 64.7 per cent, but where two died, the third lived and pros~ 
20 pered. 
Let us examine some of the reasons that enabled the 
"throwawayn paper to survive. 
1. The great growth of the ttThrowaway" paper 
occurred in the midst of depression when little capital was 
needed, labor was cheap, and newsprint low in cost. 
2. The proprietor was usually a ''jack of all trades.' 
He served as an advertising solicitor, compositor, and pressman • 
..,.--·-
18-T. Olson, "Throwaways, New Threat to the Small City Dailies,• 
The New Republic, Vol. 91, June 9, 1937, P• 125. 
19..,Loc Cit. 
20-Loc cit. 
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3. T}:le "Throwaways" offered very low advertising 
rates and the enchanting slogan "100 per cent circulation." 
In this era of the depression, the paid newspaper was 
probably the first luxury the people could do 'without. The 
free distribution offered the merchants the opportunity of 
reaching this clientele, and naturally the merchants would 
choose this type of media, to advertise their special bargains. 
And these free circu+ation sheets of the thirties that 
appealed to both the consumer and merchant are probably nowhere 
described as colorfully as by Professor Mott: 
"More often they were suburban papers which could not 
compete in circulation with regular city papers, but 
which, by complete coverage of a suburb, could make ad-
vertising an attractive offer. Others sprang up in the 
smaller towns, often badly printed, and scarcely edited 
at all, the bid of an advertising solicitor, and coached 
their delivery boys to wheedle various sums from houseM 
wives, ostensibly for their own work of distribution; 
thus they worked out of the free circulation system. 
Many were short lived and irresponsible, but some made 
apparently permanent places for themselves in the de-
pressed thirties. They formed a difficult kind of com-
petition for the regular newspapers. 11 21 
Our story concerns one of those free circulation papers, 
that found a permanent place for itself in the depressed thir-
ties. 
15 
Chapter III 
Birth and Early Years of the Malden Press. 
Part I 
In April 1933, a brilliant and successful Vice President 
of a leading New England insurance company retired, and began 
searching for a new venture in which to invest. In the process 
of his creative planning, he motored about the Greater Boston 
Area, exploring and observing, first hand, the suburbs of 
Greater Boston. 
It was on one of these surveying trips, that this Cam-
bridge native, came to Malden and began studying the town and 
its shopping area. Of all the suburbs that surrounded the city 
of Boston, he believed Malden showed the greatest promise of 
future economic development. 
First, it had a solidified shopping area, easy to reach 
from all points within 100 square miles of it. 
Secondly, a personal interview with a good percentage of 
the merchants, indicated that the city had but one newspaper, 
not too widely read, that was not adequately serving the public 
or the advertisers. 
Third, Malden showed great potential of becoming a great 
~ trading area. 
The Malden Press was conceived on that April day in 1933-
conceived in the mind of Edward H. Hezlett, who set about, at 
least, to partially solve the problem of acceptability before 
16 
going to press. 
Hezlett knew that "a private business enterprise can be a 
success only if it provides a public need or service.n22 To be 
sure, the need -- that of providing service to the advertisers 
and the entire community of Malden, was there. The vacuum 
caused Q! the decline of ~ paid circulation paper, and the 
rise of Malden §:..§. ~ shopping ~' had ~ ~ satisfied. 
But what would best fulfill this rieed? What would serve 
the advertiser and also the people of Malden? 
Hezlett pondered the advisability of putting out a regular 
shopping news. A "Shopping News" would have met the following 
needs: 
1. The ~erchants would have a steady and economical 
vehicle to advertise in. 
2. The housewife would have a steady medium to turn 
to, to search for the best value for her money. 
3. It would, in all probability be a successful 
venture. 
But here again, a nshopping News" would not have best ful"" 
filled th~eed. How could a "Shopping News" compete with the 
>, 
forms of attraction being offered such as magazines, books, the 
radio, club events, etc.? In order to obtain acceptability 
READER INTEREST HAD TO BE DEVELOPED, and it had to be developed 
in a city that had no strong communit.y of interest. 
Barnhardt stresses the importance of reader interest to 
22"Told to~the author by Edward H. Hezlett, publisher of the 
. lVf~ 'f;i O'P'I 1-'"I"O.c:.l C! 
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the weekly newspaper: 
"Advertisers in weekly newspapers recognize the 
reader interest in the paper·if for no other reasons than 
that of the emphasis on local persons. They see the prac-
tical application of the editors maxim that "the best 
literature in the world is your own name in· print." It is 
human nature for the reader to be interested first in him-
self, and then in his family, and then in his friends and 
acquaintances. Moreover, everybody knows every other per-
son in the community and where every reader takes a per• 
sonal pride in seeing hi.s own and his friends names in the 
news of the week, the merchant knows that interest is cer-
tain to be keen for his advertisements, also. More 
GENUINE READER-INTEREST IS OFFERED THE MERCHANT BY THE 
WELL MANAGED AND ABLY EDITED WEEKLY NEWSPAPER 'IHAN BY ANY 
OTHER PUBLICATION ENTERING THE LOCAL FIELD.n23 
To develop reader interest, and to best fulfill the need 
for a vehicle to serve the entire community, the merchants and 
the citizens, it was decided to publish a weekly newspaper, to 
be distributed free of charge to every home in Malden and the 
immediate areas that trade in Malden. 
One final flaw had to be ironed out before the paper went 
to press. An investigation of the costs and practicability by 
the management indicated that 'it would not be practical to 
print the paper itself. Instead it was decided not to have a 
plant (with the expense of costly machinery that would only be 
used once weekly, and labor) but to give the paper out on job 
contract. This also meant that the paper could afford to speci 
ize in its two other departmen1r~ editorial and advertising. 
Thus on January 10, 1934, approximately nine months after 
it was conceived, the Malden Press was born. An editorial on the 
::.,..--··. 
23•Thomas F. Barnhardt, Weekly Newspa;er Management, D. 
Appleton Century Co., New York 193 , p. 33. 
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front page outlined the hopes of the publisher and staff of 
the young paper, born in a new year of hope and expectations. 
"It is born of the demand of an overwhelmingly ma~ jority of the citizens of this community for a brightly 
and interestingly edited home newspaper. We serv.e no 
master, have neither a little nor a big axe to grind, and· 
will earnestly strive to understand and interpret the 
pulse beat of the progressive and active city Malden is. 
Perverted dogma, reactionary opinions, and prejudice 
will find no place in the editorial or news columns of 
the Press; rather you will always find, and we shall ever 
strive to maintain a sane and progressive outlook on all 
matters of interest to the community. The welfare of all 
the people of Malden, rather than the interests· of any 
special group or minority, will always be uppermost in 
the minds of the publishers of the Press. 
We realize, of course, that the advent of a news-
paper in a community is often viewed with some dubious-
ness due to the fact there exists a question as to what 
policies the publication will adopt. To those who may 
have their doubts,_ let it be made clear, here and now, 
that the Malden Press solemnly pledges itself to maintain 
a strictly impartial and unbiased attitude toward all 
problems that concern the li'fe and doings of the people 
and the city. 
Cosmopolitan Malden ........ and this "Church City" is cer-
tainly that -e will find a cosmopolitan sympathy and un-
derstanding of the needs and problems at all times in the 
Press, but more important than these perhaps, Malden will 
find a-fearlessness and independence in the Press that 
should please all citizens Who feel a need for that vigor 
and impartiality which should be part of any newspaper 
worthy of the name. In such a community, such a newspaper 
as the .Press fits in well both as a reflector of progress-
ive opinion and as mirror of the many and complex ac-
tivities of those who live here. 
-~also believe.iu Malden~~ shopBing center. In 
fact, Malden Square ~s the largest shopp1ng center north 
of Boston. Wonderful transportation facilities from all 
parts of the city and outlying communities bring scores of 
thousands of people weekly to the compact shopping dis-
trict that is Malden Square -w an area in which you can 
buy anything from a pin to an, automobile , and have a 
choice too. The Press will bring you news and live news 
in the form of advertisements from these merchants who 
19 
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e. 
sell, serve, and spend in Malden, and in truth produce 
the life-blood of the community. 
You will find the Press at your door every \'leek 
bringing to you the story of the times and the trends, 
accutately, efficiently, and interestingly. Remember it 
is your paper, and the columns are open to your doings and 
your opinions. Your interests and aspirations are the in-
terests and aspirations of the Press organization. All we 
ask in return is your good will. 
The Malden Press is here to serve you from now on. 
As your newspaper, you can count on it for vigor, alert-
ness, and dependability.n24 
That was the first issue, but being born was one thing, 
and surviving was another. Let us turn to the policies the 
management took to survive and win acceptability. 
The first big realization was that the Malden Press could 
not, and would not make any attempt to compete with the Boston 
papers in featuring Washington and international news. But if 
the Press could not compete with the metropolitan papers in 
bringing Washington news to Malden, it was also, very unlikely 
that the metropolitan papers could compete with the Press, as a 
reflector of progressive opinion and as a mirror of the many 
complex activities of those 'lllino live here. 
In this connection, it is interesting to note what Pro~ 
fessor Willey wrote in his stimulating book, "The Country News-
Paper""": 
"The creation of intelligent group life -" social-
~z~ng e~ is-a task in which the country paper should be sharing. 
- No man is in a position to know his community in more detail 
than the alert editor, and it is within his grasp to capitalize 
this knowledge to the benefit of all who come within his in-
24•Editorial in the Malden Press, January 10, 1934. 
fluence. ~ editor ~ ~ daili paper,, published ~ ~ distant 
city~ circulatins 1n the smaller communities ~never under~ 
stand B2£ interpret these ~mmunities with the precision and~~ 
adequacy that lies within the control of the-local editor~5 
It was decided to divide Malden, the community which did 
not have a strong community of interest, into eight sections, 
(Linden, Edgeworth, West Side, Faulkner, Oak Grove, Maplewood, 
Belmont Hill, and Mystic Side.) Each section would have its 
own correspondent to report the intimate happenings of her 
neighbors in her sectional column in the paper. 
The children's angle was to be featured first, and, in-
deed, the initial issues of·the paper prominently ran stories 
of education in the public schools. 
There is probably nothing closer to a mother than the 
intimate happenings and events that affect her offsprings. 
The stories about the children of the city, children of the 
neighborhood, her neighbor's child, ~child-- had appeal --
it affected her intimately. 
The housewi.:Ue who has read about the children of the oi ty, 
her neighbor's child, her child, brings her husband on the scene~ 
She will show him the paper, to read the news. Thus, the house-
wife, figuratively speaking, actually becomes an agent of the 
Malden Press for she reads about her bridge clubs, civic clubs, 
ch.s.rities, the children, the events that intimately concern her 
personally, and she becomes a booster of the paper, eagerly 
awaiting its publication. 
25-Malcolm MacDonald Willey, ~ Countr~ Newspaper, Chapel Hill, 
University of North Carolina Press, 1926, p.l4. 
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The husband, the fellow that may have been introduced to 
the paper by the article his spouse had asked him to read about 
"junior" -- well, as the publisher told this observer "'"le hit 
him again to broaden his interest, with more local appeal." 
They featured news of professional wrestling ~- as Malden 
has a large arena, and the sport has been popular in the city 
for years. Professional wrestling, and amateur ~ports of the 
two high schools .(Malden High and Malden Catholic High), the 
latter category 'II'Thich is extremely popular in Malden, due no 
small measure to the fact, that both schools have consistently 
had championship contenders. 
Once the family becomes interested in seeing the com-
munity paper, in reading about the community in which they live, 
in reading about the "problems that concern the life and doings 
of the people and the city," the publication can now attempt to· 
rekindle civic consciousness in the minds of men. 
The first attempt to awake thes'e minds was to publish a 
transcript of the council meetings. 
Probably even more important then publishing the council 
meetings, was to explain their reports of significance. 
The Press undertook a "third d~ension editorial approach. 
As Dave Brickman, the first editor of the Press (1934~1949), put 
it: 
"We tried always to give the facts and its signif-
cance.with the past. It was a type of spade work that 
21 
the News never did. We were determined to put out a good 
newspaper, even though it was free. ~ The responsibility 
was still there. As a matter of fact, we were the first 
free newspaper, that felt obligated to serve the communit~ 
-=======9F=================~========================================9F====== 
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In addition to this fresh and clear third dd:mensional 
editorial approach, there were still other factors leading to 
the growth of the Press. Where the News appeared daily in 
archaic dress with practically no local editorial policy, the 
Press appeared weekly with a modern appearance, a determination 
' to discuss local matters, and with wider distribution. Speak-
ing of distribution, the circulation of the Malden Press was 
and is one of its strongest feature. 
DISTRIBUTION PROBLEMS OF THE PRESS 
Immediately with the very first issue, the Press with 
20,000 circulation, reached 10,000-15,000 more people than the 
News. c, M. Meredith pointed out in his interesting book, ~ 
· Country Weekly, : 
"As the circulation increases, more and more people 
are affected by the newspaper, more people talk about it, 
more people are interested in it. This places the ne'l.vs-
paper in the minds and hearts of an increased number of 
subscribers, and engenders a spirit of lpyalty and affec-
tion.---When more people are directly affected by the 
county weekly, there are more people to write about. The 
possibilities of feature stories are enhanced, and the 
discovery of a greater number of news stories made eas-
ier.-"26 
At first, 20,000 copies were.distributed without charge 
to every home in Malden, and to those sections of Melrose, Med-
ford, and Everett, which consistently shop in Malden. By 
October 19, 1934, barely ten months later, the Press was ex-
·~ tended to 25,000 to meet the demand of the people of Clifton-
~- .. 
I 
26-c. M. Meredith, ~ Country Weekly, Boston, Bruce Humphries, 
Inc. 1937, P• 91-92. ~ · · 
=-----==--===--i~=== 
dale and North Revere, for this popular paper. Perhaps, it 
would be wise to pause here, to go into more detail on the fine 
distribution system of the Malden Press. 
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Figure I 
·Map of the city of Malden and Surrounding Communities 
SHOWING area covered-by original 25,000 circulation • 
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L2 GLEN ST. E4,F4,G4 HOLLAND J2 LUCELLE AVE. E 10 NEWMAN RD. N 7 REGENT RD. N 7 STERLING J 4 WENTWORTH ST J 2,.3 
F14 GLENDALE AVE..C20,19 HOL.M CT. H7 LYLE ST DS NEWTON Jll RESERVE DIS STEVENS M9 WESCOTT F,GI8 
Dl2 Dl9,20 HOLMES G 4 LYLE T~R D S NICHOLS RD. Cf4 REVERE E,F2.1 ST. MARY'S ST. J I WESLEY G21 
EIS GLENMERE AVE . Dl9 HOLOWAY 114 LYME 112 NIRA Gil RICH Ll2 ST. MARYs CEMETERYG2 WESMUR RD. F21 
Lll GLEN ROCK AVE. DS HOLYOKE J9,10 LYNDE GIO NOBLE EIS RICHARD L 3 SUFFOLK J 12 WEST J2,K,L,M3 
J 2 GLEN ROCK CIRCLE DS HOLY CROSS GEM. LYNN E, F22,G 21,22 N. MILTON E IS RICHARDSON H 9 SUMMER AVE E 5 WEST BORDER RD. H,l I 
EIS GLEN ROCK RD. DS HIS,I7,18,19, IIS,I7,18 H20,19,18,118,17,JI7,1S,K NORTHERN RD. Cf4 RICHLAND C21 SUMMER ST E 5 WESTOVER K14 
EIO GLENWOOD F3,4,5,S HOME E IS -M- NORWOOD CT. H 10 RICKER K 3 D22 SUMMER. ST. FOOTWAYH5 WHEELER F20 
110 GOODHUE Cl2 HORACE E 5 MADISON L 7 NORWOOD ST. HIO RIDGE HILL AVE 'EIB SUBWAY UNDER R.RTR WHIPPLE F B 
El5 GOODWIN EIO HOSPITAL RD. I I MAGNOLIA K 10 -Q- RIDGEWOOD RD. F 5 SUMMIT ST. WD.S Dl7 WHITMAN CT. K 4 
I 5 GORDON DIO HOVE TER. J8 MAIN C7.qB,E,F,G,H7, OAK ST. E17 RIPLEY F7 SUMMIT ST. WD.5 GB WHITMAN ST. K3,4 
HSGOULD AVE. KBHOWARD MB 18,7,J,K7,L,M,NBOAK TER. FSROBBINS CI9SUMMITTER. FI3WICKLOW Kl 
IS GOULD TER. K 8 HUBBARD J 4 MAIN ST. PARK H 8 OAKDALE RD. E 3 ROBERT TER. E S SWAIN's POND AVE. Cl3 WIGGLESWORTH L7,8 
GRACE F4 HUDSON ST. H B MALDEN CANAL M SOAK GROVE CT. E S ROBERTS E17 SWAN CIS WILBUR Cl3 
E 21 GRAFFAM CT. 110 HUDSON TER. I II MALDEN [ST. L 2 OAK GROVE TER. E S ROBINSON RD. L II SYDNEY Dl9 WILEY F 2 
BISHOP RD. 
J 8 CLIFTON G 3,4,5,S, 7 FAIRLAWN 
E 13 CLINTON F 7 FAIRMONT 
D7 GRAHAM CT. I 7 HULBERT MIO MALDEN ST. PK. L 4 OAKLAND RD. F 9 ROCK AVE . EIB SYLVAN C 1112 D 12 13 WILLARD Dl3 
CT. M 10 GRAND VIEW AVE. EIO HUNTING FIELD FIB MALDEN H'GH SCHOOL OAKLAND ST. M 2 ROCKINGHAM AVE . Dl5 -T..:._: ' WILLIAMS Cl4 
PK. M 10 GRANITE E 15 HUNTING ST. F 17 FIELD J 5 O'CONNELL PARK M 3 ROCKLAND AVE G 4 TALBOT J 3 WILLOW PL. J 7 BLAINE 
BLAKE 
BLOMERTH 
BLUE HILL 
BOND 
H20 CLYDE G 2 FAIRMONT 
CIS COAN CT. B 19 FAIRMONT 
D 2 COBURN I 10 FAIRMONT 
AVE. B 19 COLEMAN E,F, G 17 FAIRMONT 
G II COLUMBIA D 13 FAIRVIEW 
PL. MIO GRANT AVE 114 HUNTLEY ST. DIO MAHERS M 3 OLIVE AVE BIS ROCKLAND PARK G 5 TARTIKOFF .PARK 112 WILLOW ST. I 12 
ST. M 10 GRANT RD. F 21 HUNTLEY TER. D II MANLEY TER. E IS OLIVER Gl9 ROCKLAND PL. K 8 TAYLOR Kl4,15 WILSON AVE L 8 
TER. M 10 GRANVILLE AVE. F 12 HURD CIS MAPLE PK. KIO ORCHARD Fl3 ROCKWELL ST. F13 TEMPLE DIS WINCHESTER Dl9 
AVE. F 12,13 GRANVILLE PL. F 12 HYDE G.l2 MAPLE ST. H 4 OR IE NT G 7 ROCKWELL TER. G 13 THACHER L 2, 3, 4 WIN N TER . E 4 
WINNEMERE G 13 
WINOLA Jl3 
WINSHIP C 12 
WINTER PL. E 7 
WINTER ST. E 7 
WINTHROP PK. l II 
WINTHROP ST. L II 
WOLCOTT ST. G 9 
WOLCOTT TER. F14 
WOODLAND PARK C 12 
WOODLAND RD .E 3p 17 
WOODROW AVE F 7 
WOODS LANE D 21 
WOODVILLE TER. H 10 
WYETH CT. J 9 
WYETH ST. J 9 
W YLLIS AVE. N 7 
WYOMA E 19 
WYOMING AVE. D,E S 
WYOMING PL. E S 
ADDENDA 
OLD CEMETERY H,l 9 
OFF SALEM ST. 
1951 ADDED 
BARKER RD E 21 
EAST BORDER RD. 
C 1,2,D 2,3,E 4 
JERRY JINGLE RD. C,D3 
PINNACLE PATH D 4 
POOL RD. D 2 
SERVICE RD. B 2 
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Before an efficient distribution system could be planned, 
it was first, necessary to determine the trading zone served 
by the Malden Shopping Area. This problem was met by a study 
of the charge accounts of Malden's leading retailers. 
This information revealed that Malden's Shopping Area is 
largely determined by the traffic lanes connecting Malden with 
its neighbors. A remarkable fact was that the limit of the 
. 
local fare (5p in 1934), is the boundary of the Malden Shopping 
Area. This would mean that Malden Square would pull shoppers 
from Melrose-Main Street lane to the limit of the local lines 
on the North, to Cliftondale section of Saugus on the Northeast 
(Salem Street thoroughfare) Everett-Ferry Street lane to Glen-
dale Square on the East, and Pleasant Street to Medford Square 
on the West. • 
As far as the actual distributing itself, a crew of 36 
men were hired by the responsible contractor (New England Dis-
tributing Company), and through the efficient method of the 
blocking system, which enable the company to know the exact 
location at any given time of any of its distributors, the 
25,000 copies are able to be distributed in about five hours 
time. A wora about the blocking system - here. A supervisor 
with a truck transports mento a fixed area (divided into block& 
Two men are assigned to a block. Both start at the same spot)~ 
'{ \ 
\..J one turning left, the other right, and so on until they meet-. 
It is interesting to note that the Malden Press is only 
one of twm papers in the Greater Boston area, using responsible 
contract~rs to deliver the paper. The others use carrier boy 
distribution with adult supervision. Recently, the Press has 
been attempting to strengthen its distribution. The problem 
has come about because or the scarcity of labor. When it f~rst 
started, in the depression ridden thirties, men could readily 
be hired and performed an efficient job. Now with the derense 
program taking more and more man, and with unemployment at a 
new low, the Press distributor is forced to use high school 
boys as carriers~ Since the carrier is limited in what he can 
carry, certain abuses have arisen, .such as skipping homes at 
the end of the run, and not going back to fill them in. To 
solve this problem, the ~istributing company has purchased 15 
mobile carts, that the boy can wheel around his route. 
Another problem that rose in connection with the dis-
tribution of the paper, was the opposition of·~the Apartment 
Owners Association. This group opposed the idea of leaving the 
paper in the halls for the occupants of the ~partment house. 
At rirst, they frowned on the Press, and classified it as a 
"circular 11 or iadvertising rag.n However, the .Press, became 
so well liked by its readers in so short a period, that almost 
immediately, the occupants of the apart~ent houBes, were com ... 
plaining to the Press, and the apartment owners, as to the 
reasons for non-delivery of the paper. Whereupon, a personal 
meeting·between Mr. Louis Moreau, {New ~ngland Distributing 
Gomp~y head) and rormer Business Manager of the Press, and 
representatives of the Apartment owners Association was held. 
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The meeting ended with a compromise decision -- the Press would 
be allowed to deliver the paper to the apartment houses, but 
the copies must be left in the Janitor's office, and then they 
would be given to all tenants requesting same. 
The problems of obtaining early acceptability ~- that is 
reader interest of housewives, children, husbands, etc., plus 
the circulation problems were generally speaking, of a short 
term nature. However, let us now turn to the long range goals 
and objectives of the Press, to the public relations program 
established to meet the long term need of the paper. 
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Chapter IV 
BIRTH AND EARLY YEARS OF THE MALDEN PRESS 
Part II 
When Edward H. Hezlett surveyed the city of Malden, in 
the year 1933, the information he obtained prompted him to con~ 
ceive the idea for the formation of the Malden Press. 
As we noted earlier, he learned that there was real need 
for a non partisan paper to serve the citizens and merchants of 
the connnunity. 
But Publisher Hezlett also learned certain other facts, 
that necessitated a complete long range program to meet the 
threat of collapse, and survive successfully. 
He learned that the city of Malden, socially, politically, 
and financially was virtually controlled by one man - and that 
man was his competitor, the publisher of the Malden Evening ~ 
For this man, the acknowledged social leader in town, also con-
trolled City Hall, the Chamber of Commerce, and he or a member 
of his family, served as a director on every bank in Malden. 
Because this one man so completely dominated the local scene, 
and any successor to him would not be able to wield the same in-
fluence, the.management of the Press, calculated his life ex-
pectancy when drawing up their long range public relations pro~ 
gram. 
With these facts coldly staring him in the face, Publisher 
Hezlett, mapped the following program. 
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THE LONG RANGE PUBLIC RELATIONS PROGRAM (1934) 
1) It was decided at the very outset, that despite 
amount o£ advertising secured, the minimum number 
of pages to be put out would be eight. There 
were two factors behind this reasoning. First, 
the Press, was interested in putting out a paper 
that would bring more than an advertising message 
to the community. ~ ~ interested !u public 
service; it felt a responsibility to the commun-
ity to report news • significant news. As pre~ 
viously mentioned, the management, i£ solely in• 
terested in advertising revenue, could have put 
~ ~ nshopping ~n, and made~ successful ~­
ture o£ ll• . 
Secondly, they wanted news in the paper as a balance to 
the advertising. For as Meredith pointed out: 
"When one analyzes a country newspaper and 
finds there an abundance of local news balancing 
his advertising, one is convinced of the news-
paper vitality and strength. On the other hand, 
if the news which balances the advertising is 
plate matter, purchased from national supply 
houses; and there is a scarcity of local news, 
one often finds a small struggling newspaper.u27 
2) The management believed that profit and accepta~ 
lbility ~ almost ~ and the ~' ~ that ~ business enter ... 
~rise existing solely for the profit motive would fail. With 
r 
29 
this premise in mind, the management decided not to solicit or 
accept any large ads in the paper, until the paper had develop 
a rollowing, am could provide equal value in return. . As a 
matter of fact, the Press, still will not accept any ad, which 
they feel will not stand a chance of bringing equal value in 
return to the advertiser. 
3) The third long range public relations objective 
of the Malden Press, was, ard J:!! !2._ build :9£. _2 citz .2£ 
Malden. The object, here, ~ communitz service - to build for 
Malden, more customers, provide better service, more variety -
make Malden more attractive than any other shopping center, 
including Boston. How is this to be done? 
One wa:y; t~ build UE ~ ci t;r is E create civic minded-
ness. To carry this oun, in its first year, the Press reatured 
stories that played on the pride of its inhabitants. ii'eatured 
were stories on the school system, explanation of the charter 
of the city, and the need for its revision, on charities, and 
the men behind them (usually top brass bank officials); need 
for a larger hospital, a campaign against the high utility 
rates charged consumers. 
Anothel' w~z 12. l;)uild .'!:!eo ~ ci tz .!:.! ~ ~ ~e merchants. 
The Press presented promotionalideas and materials to the re-
tailer, to aid him against his competition in other cities. 
An intimate relationship developed between the Press salesmen, 
and the retailers. The former got to know the latter's 
problems, his budget, the right season. ~he Press salesmen 
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outs, helped with the copy, point of purchase displays and 
assisted the retailers in improving the appearance of his stores 
In short, he became an unofficial advertising counselor to the 
merchant, at no cost to him. (Quite different from the ~' 
which actually insisted on prepared copy, and suggested they 
use an agency to do it.·) 
In addition, the Press had the advantage of having at its 
helm, as editor, as the official spokesman for the Press in 
Malden, a man who literally and figuratively spoke their lan-
guage. (Many of the merchants were Jewish). It was because of 
the work Editor Brickman, who also helped in the advertising 
department, that many of the merchants consented to give the 
Press a try.-
. In line ~rith helping the merchants with their business 
problems, and in line, with its policy of building Malden as a 
shopping center, the Press, right from its inception, refused 
~ accept advertising from outside the city. This controver" 
sial topic, on which many publishers differ is discussed. by 
Barnhardt: 
"Discussing the possible difference, in policies, 
publishers usually agree that if trade is concentrate 
in .a town and it seems fair to continue as a shopping 
center, the publisher in such a town should refuse 
outside advertising patronage provided further that 
the townts merchants use a normal amount of news-
paper space. However, if it is clear to publisher 
and merchant alike that trade is; drifting to the 
neighboring town because commodities are not avail• 
able in varieties and prices to answer local consumer 
demand; or because of other local conditions, then 
the newspaper is justified in accepting and even 
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seeking advertising from out of town merchants. 
Once line cases will occur with alarming frequency 
in towns which have had reputation as shopping cen-
ters, the problems are obvious.n28 
Rather than accept advertising from neighboring towns, 
the Press encouraged business to come to Malden. It launched 
a series of promotional campaigns, which led to the development 
of a cooperative sales effort to consolidate the Malden Shopping 
Area. It backed the cooperative effort with special editions 
for all special occasions and affairs. 
Mention should now be made of the activities of the Cham-
ber of Commerce. At the time of the birth of the Press, the 
Chamber was controlled by the publisher of the Malden Evening 
News. No.help in any form was given by this body to the strugg~ 
ling young newspaper. In fact, the Press received the cold 
shoulder, not only from the Chamber of Commerce, but from the 
city government, as well, who completely ignored the publication 
with its legal advertising. Also significant was the lack of 
bank advertising ~ this famine lasted over six years, or until 
the death of the publisher of the Malden Evening News. 
As one reflects the past, and compares it with present 
relationships, the differences are, indeed, striking. When a 
majority of the retail members of the Chamber of Commerce, had 
switched to the Press, and benefited by its results, a new re. 
·41t gime was installed at the Chamber of Commerce that was pro" 
Press. The Press is now a member of the Chamber, its editor 
28-Barnhardt, .Q.E.• ill•, P• 43 • 
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and business manager are listed on the rolls of the Speakers 
Bureau of the organization, and have spoken several times under 
its auspices. The Press's promotional ideas are submitted to 
the Retail Bureau with Chamber sponsorship (the Press usually 
presents the idea, and the Chamber lends its name to it). The 
Secretary of the Malden Chamber of Commerce summed up the new 
relationship as follows: 
"The Press is always helpful to us. They are con-
tinually bringing sound promotional ideas to the 
attention of the Retail Bureau of the Chamber of 
Commerce ••• an excellent relationship exists and I 
find them always free to talk wi th.n 
! third method of building £E the city ~ through the im-
provement of ~ political government. The Press strived to 
streamline the old fashioned machinery of the city, and provide 
the people with an effective voice in its affairs. 
The Press provided a voice for the firemen and police of 
the city, whose gripes were silenced by the News, because of 
its weak stand on local issues. 
With the exception of the City Collectors Office and the 
Water. Department, the entire City Hall was controlled by the 
publishers of the Malden News. The Press secured legal adver~ 
tising from these two departments only, until the year 1939, 
when Editor ~rickman scooped the entire state, by exposing a 
shortage of funds in the City Treasurer's Office. The result-
ling investigation which cleaned up the corruption, earned the 
I 
Press the gratitude of the city, and the friendship of the city 
officials. With one exception, every mayor of Malden, has been 
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a friend of the Press. 
As a result of Mr. Brickman's fine work in cleaning up 
the corruption in the city, and partially because of the grow-
ing stature of the paper, he was appointed a member of the 
licensing board of the city in 1940, and retained the position 
till he left the city in 1949, to become Editor and Publisher 
of the two Medford papers, the Mercury and Messenger. 
The Press continued as a watchdog of city affairs, and 
recently blasted the sale of a valuable piece of land on Broad-
way, which had strong potential for future years. The blast 
aroused so much public criticism, that the sale was cancelled. 
Finally, ~ the fourth method Qf building ~ the city, 
the Press brought news of the civic minded citizens who headed 
the charity drives, which aided the social conditions of the 
city. 
All these four objectives had one common goal - to build 
the city of Malden, build it physically, spiritually, and 
culturally. 
SUMMARY 
Community responsibility then, was the keynote. Res-
ponsibility in providing value to the merchants ~ not to take 
all advertising regardless of its effectiveness, but only that 
of value to the merchants. Responsibility in building up Mal-
den, to aid in the struggle of the city to become a bustling, 
thriving, and prosperous community, these were (and are) the 
goals of the Malden Press, when the paper went to press on that 
_T!ln,,,.,.....,. n!lu .; n +.ho "'ro!l.,... 1 0~1. 
- ---- -- n - II 
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Chapter V 
Early Years of the Malden Press 
Part III 
When an organic being is born, the first year of sur-
vival is usually considered.its most difficult. So is it with 
an inorganic body such as a newspaper. Let us examine the 
steps taken by the management to survive its first year and to 
win a favorable opinion from the community. 
As previously mentioned, cine of the strongest features of 
the paper was its great circulation,-wthat it was distributed 
without charge to every home in Malden and the nearby centers. 
But what was in this strange paper that came to the people of 
the community -- what that could make them look at it as a 
friend and look forward to its coming~ Let us turn to some of 
the other public relations steps taken £! ~ management ~ 
gain~ place in the community. 
1. From its inception, the Press introduced the 
policy_of·lfp:J_aying up feature stories"on people and things in 
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and senators, and interpreted and explained the purposes of 
many things affecting Greater Malden. 
3. Despite the fact, that it was accepting liquor 
ads, (two and a half to three per cent of all advertising at 
the outset) the Press came out editorally against the Sunday 
sale of liquor. In a straw poll conducted by the Press, ninety-
five per cent of those interviewed, voted against this type of 
sale. The measure was overwhelmingly defeated at the polls by 
the entire electorate. 
4. In the end of February, the second month of 
publication, the Press announced a policy of providing free ad-
vertisements for 'those unemployed. In this connection, it must 
be remembered that the Press was born in the midst of one of 
the severest depressions the country had ever known, with lit~ 
erally thousands of citizens of each community out of work. 
The Press.takes pride, that it was of service in providing the 
free space that was so instrumental in securing hundreds of 
jobs for Malden citizens. It earned the gratitude and loyal 
support of scores of citizens and merchants by this fine human~ 
itarian action. 
5. In connection \"lith a national campaign to pro-
vide cleaner movies for children, the Press undertook a cam-
paign to clean up the local theatres. The move was resisted by 
the local interests, but in the end aroused public opinion, ;: ,,:.~ 
forced the theatre owners to capitulate. 
6. It was mentioned earlier, that the Press was 
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interested in clean city government. About six months after 
its birth, the Press had an opportunity to carry out its 
pledge--and it rose to the occasion. With editorials and 
'third dimensionaln reporting> the Press, after a long struggle 
was able to secure the cancellation of the city fuel contract 
from a high bidder to the lowest bidder. 
7. In the end of August of that first year of pub-
lication, the Press sponsored a field day for the youngsters 
of the city, who had used the city's parks during the summer. 
-xhe Press donated 45 prizes to the hundreds who participated. 
In early September3 the Press sponsored a grand outing fur 
the underprivileged children of Malden. It was anticipated 
that 150 would attend, but instead 84' boys and girls ranging 
from 6 to 12 in age attended. The Press secured the co-
operation of scores of business houses, and all charitable 
organizations of Malden to make the affair such a spectacular 
success, and it became an annual event. It aroused so much 
public interest, that clergymen used the affair as a subject 
of their Sunday sermons. 
Still another indication of the growing influence·of the 
Press> came ~t the end of the first year of publication, when 
several leading charitable organizations approached the Pres~, 
and prevailed on them·to act as a clearing house for clothing 
for the needy families of the city. 
Turning to the box score of its first year's business,~E 
"'·''··· .. .... .. , ..
I 
paper could boast of growing from a publication of nC)>t more 
i 
than a dozen advertisers to a newspaper with over 50f merchants 
using display advertising, and several hundred more flassified 
advertisers. The circulation had increased from the original 
20,000 to 25,000 to satisfy the requests of people i~ outlying 
sections, so that now, the Press covers the whole ar~a which 
shops consistently in Malden. 
193 5, the Press 
Govern~r Ely, and 
On itsr first anniversary, January 11, 
received the congratulations of Mayor Devir, 
other well wishers. Perhaps, typical of the many wires re-
ceived, was that semt by Congressman Arthur D. Healey, who 
wired: 
"The Malden Press is indeed outstanding or its fine journalistic style, complete and impartial re orting of 
all news with the devotion of its staff to thE interests 
of the community which it serves. I receive t regularly 
in Washington and find it very valuable in ke~ping in in-
timate contact with the affairs of my distric~. On this 
occasion, I am sure that I express the sentimpnts of the 
thousands of people whom you serve, when I state that the 
Malden Press is indeed an institution of greav public 
service and -one in which any community may we~l take 
pride. n 
What other factors were behind the success obvained in 
its initial year? We have already noted the plans laid by the 
management, (1) to provide a public need, and (2) ~o design 
and produce it in the form that best fulfills that /need. An 
examination. of managements blueprint for dealing wjth its per-
sonnel, will be the next topic to be discussed by he author. 
Chapter VI 
Personnel Policy - Internal PR of the Management 
Having noted the plans laid by the management of the 
Malden Press to create a pUblic need, and then to best fulfill 
that need, let us now exrunine the role of management in build-
ing a sound internal public relations policy for dealing with 
its personnel. 
Mr. Edward H. Hazlett, the publisher of the Malden Press, 
remarked to this author, his views on personnel relations: 
nour goal was to develop the pride of every member of 
the organization, from the general manager to the office 
boy, in the service the paper was rendering to the public, 
and in his contribution to that service.a 
Where does this pride come from? 
It comes when the staff is aware: 
1) of the service the organization is rendering. 
2) of the integrity of the paper. 
3} that the Press rejects advertising from outside 
Malden. (to build Greater Malden) 
4) that the news columns of the paper cannot be bought. 
5) that the organization believes in selling only 
advertising that will be of value to the merchant. 
This also means that the Press will reject one page 
ad from a merchant, if a half page will do the job. 
This policy with regard to the merchants has borne 
fruit, as witnessed by the goodwill that greets the 
Press salesman when he calls on themr As the publishe 
of the Press put it, uour salesmen's statements are 
almost taken at face value.~ 
That the internal public relations policy of the management 
has achieved results, there can be no doubt. Any visitor to 
39 
the paper's office is impressed by the remarkable pleasant and 
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pride that has been ~uilt up among the staff, and partly to 
the fact that every employee is on a salary basis, hence there 
is no internal bickering and intense rivalry for the commissons 
The second advantage of not using the commission basis, is to 
eliminate any high sales pressure methods by the salesmen, when 
dealing with the merchants. In this manner, the Press is con-
tinually striving to build good will - no complimentary ads 
are solicited or accepted either, and this combined with the 
lack of high pressure, has brought about a marked response 
from the merchants. 
Another indication of the success of the internal PR pro-
gram of the management can be seen by the relatively small 
turnover. As General Manager John P. B. Mahony remarked: 
"The training on this type of newspaper is so gp D>d 
that men left only for promotion to better opportu-
nities. That is the only time we ever lost any ... 
body. There is more selling to do on a controlled 
paper, then on a paid paper, as the controlled paper 
is still fairly new. This is really the best school 
to get the fundamentals of the newspaper business, 
and its true from the news angle, and its true from 
the advertising point of view.tt 
As for the turnover, the staff normally consists of a 
force of eight, made up of an editor, business manager, ad~ 
vertising manager, bookkeeper, and four advertising salesmen. 
The first editor, David Brickman, served for 14 ye~rs, before 
leaving to become editor and publisher of the Medford Mercury 
and l11ledford Messenger, which like the Press, is a controlled 
weekly. 
A former member of the advertising staff is now asso-
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ciated with·a large advertising agency in Boston. !he breakw 
down of the current staff' reads as follows: 
John ~. B. Mahony, the Business Manager, has held this 
position for 17 years, almost from the papers inception; the 
Advertising manager, Robert M. Henderson, has been associated 
with the publication for 14 years. Jerrold B. Winer, the 
Editor, has been on the staff six years, four as editor. T.he 
average of' the remaining members is three years service. In 
addition, Louis Moreau, has been in charge of distribution 
since the very first issue. 
One of the by-products of the development of pride 
among the staff members, has been the manner in which they 
bkve become emissaries of goodwill for the paper. i''or example, 
the for.mer editor, David Brickman, crone to Malden as a stranger, 
when assuming this position. He joined several local organ~ 
izations, becoming a leader in many of them, including the 
office of President of Temple Tif'ereth Israel. It was because 
of' these associations, that he was able to swing support be~ind 
the fledging weekly. This is especially significant, when· 
one ___ nptes that he waE:J the only member of the staff residing in 
Malden. He was, in fact., then. the Press's ambassador to the 
community. His successo:r>, Jerrold B. Winer, is, also, the only 
staff member residing in Malden, has followed in Brickman's 
~- footsteps of leadership ~d intercourse with many groups of the 
connnunity. 
We have noted how management: 
.• 
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1} has provided a public need 
2) best fulfilled that need 
3) developed pride within its rank. 
More recent public relations problems faced by the ad-
ministration, and the program established to meet its needs 
follow. 
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Chapter VII 
Public Relations Problems of the Later Years 
1. COMMUNITY PROBLEMS 
If you were to ask any member of the Malden Press, 
what experience he remembers best, what the greatest contrib-
ution the paper has made to the city, he would probably answer 
the Converse Rubber campaign of 1950. 
This campaign may rank as one of the finest examples of 
community spirit and teamwork in the nation. 
Toward the end of 1949, the u.s. government announced 
that it was eliminating the protective tariff on rubber. This 
action posed a serious threat to the rubber industry of Americ 
for it meant that rubber manufactured behind the "Iron Curtain' 
and in other low wage or slave areas, would be able to under-
sell the American product. In Malden, this meant that the 
largest manufacturer in the city would have to shut down, and 
1000 employees, representing one sixth of those employed by 
industry in Malden, would be out of work.29The loss of this 
·plant to the city would be staggering. As the Qhamber of 
Commerce pointed out: 
"Some idea of what contribution industry makes to 
the community may be derived from the following 
breakdown of spending which is based on estimates 
by a u.s. Government agency. 
It illustrates just what a single factory with 
$1,000,000 annual payroll means to a community each 
29•Chamber of Commerce, Malden, Massachusetts, "This is 
_Malden, Massachusetts", 1950, p. 1. 
l 
year in terms of dollars: 
Clothing 
Food 
Housing and Fuel 
Household Furnishings 
Household Operation 
Other 
$1381000 
339,000 
166,000 
62,000 
46,000 
249,000 
nOther" includes such items as autos, radio, and 
television setsA entertainment, medical services, 
savings, etc.n3u 
It is apparent that from the above information, the city 
would be faced with an acute financial loss. 
The Press immediately volunteered its services to the 
Converse Rubber Company, in an effort to save the firm, and 
the resulting business in Malden. 
A top level conference was held between the firm, the 
Union, the Mayor, representatives of the Press, Chamber of 
Commer ce, and other prominent citizens. The plan was to 
.. 
·arouse the community to united action - to petition the Pres-
ident of the U.S. to maintain the tariff. 
The campaign officially started February 23, 1950, \'ITi th 
the Press bringing in the front page story of the crisis, 
along with a printed appeal, which was to be cut out, endorsed, 
and mailed to the President of the United States. 
On March 2, 1950, another appeal was made by the Mayor, 
and another blank printed in the paper. In nine days, over 
10,000 petitions had been sent to the White House from the 
Malden areao 
30.,.Ibid., p. 2. 
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A week later, a booth was opened in the leading depart~ 
ment store of the community, co-sponsored by the Press, 
Joslints Department Store, and the Converse Rubber Company, 
at which printed cards were available for signing and mailing 
to the President. In conjunction with the booth, a full page 
appeal in the Press entitled, "If I Lose My Job", was featured 
telling the story of an employee at Converse, and the effect 
on the community, if the plant was forced to close. 
On March 16th, the Governor of Massachusetts appealed to 
President Truman, and a sound truck toured the city urging the 
people to petition the President. 
By March 30th, over 20,000 cards had been received from 
the ~~lden area, ~ the community had responded ~ ~' that 
the National Association of Rubber Manufacturers· decided to 
blueprint the Malden plan all ~ the country. The same pro-
cedure was adopted by the u.s. Rubber Company, Goodrich, and 
th~ membership of the association, in an all out drive to pre-
vent the tariff from being lifted. 
Toward the close of April 1950, the drive bore fruit, 
and the tariff was continued. President H_enry Berlinr;, of the 
Converse Rubber Company, publicly thanked the.community for 
the part it had played in saving the company. He made special 
mention of the contribution of the Mayor, the Union, and the 
~ Press, for the great part they had played in the campaign. 
I 
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THE PARKING PROBLEM 
In 1948, the Press £ought another campaign to aid Mal-
den, also. The management o£ the newspaper, along with the 
merchants, and city officials, became alarmed, at the in-
creasing difficulty £or the consumers to shop in Malden''SJ·~~ad 11 
ing Area. Hence, one of Malden's strongest attractions, its 
convenient location £rom all points, plus shopping comfort, 
would be eliminated, with a great loss of business for the 
merchants. Some of the retail<ers, particularly the super 
markets attempted to partially solve the problem, by giving 
free taxi rides, with over $1000 purchases, or by charging 
$.25 to any point in Malden. 
This alternative was only partially success£ul, so that 
it soon became apparent that a long range solution was needed. 
Editor Brickman conceived a plan, that would not only have 
remedied the parking problem in the city, but provided in-
creased revenue, as well. Brickman's plan was to purchase 
the Dartmouth Street Parking Lot, located directly in the 
back o£ the main Malden Square Trading Area, £or $100,000, 
(this would provide parking space for 600-700 cars); the next 
step would be the extension o£ Dartmouth Street to connect 
with Mountain Avenue - a strategically located intersection 
that would facilitate the approach o£ cars coming £rom the 
north and east of the city; and as the third phase of the 
scheme, he proposed the revaluation of property £rom Dart-
mouth Street to Mountain Avenue, in line with its increased 
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value. 
The plan had the approval of the Mayor, and the Retail 
Bureau of the Chamber of Commerce, but. was opposed by several 
real estate men. 
In the next election, the.Mayor based his campaign on 
the adoption of Mr. Brickman's Parking Plan and was defeated 
by his opponent who strongly opposed it. .Whereupon, the new 
Mayor, immediately rented the Dartmouth Street Parking Area 
for $5,000 per year. And he still opposed the other_two 
features of the original plan, the extension of the Dartmouth 
Street, and the new revaluation of the property. 
There have been recent criticisms of the new Mayor's 
handling of the Park Problem especially the cost of $5,000 a 
. 
year to the city, so that once again, there is the possibility 
that Mr. Brickman's Plan may be adopted. 
The Press has been a leader in other movements to bene-
fit the community. It fought single handed, and won for the 
city, a branch of the Registry of Motor Vehicles, one of the 
, few north of Boston. Itss editorial and feature stories on 
the need of a new club house for Pearl Street Stadium (Malden 
High School sports) aroused the community to such an extent, 
that after one issue of the Press, which showed picture of 
the filth and poor conditions of the building which had been 
'41J condemned, the paper was bombarded with literally hundreds of 
calls of people volunteering their services to aid in the 
drive for.a new one. The paper has co-sponsored {with the 
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largest department store in town) a safety club for children 
to encourage safety habits. In this commection, it is in-
teresting to note, that Malden has won the National Safety 
Award for a city of its size and been runner up on the other 
years. At one point, and incidently since the establishment 
of the Safety Club, Malden went two years without a fatal 
accident. 
Each Christmas, it has sponsored a "GI in the Homett - a 
plan where Malden's residents invite a serviceman stationed in 
the vicinity, to spend Christmas day with them. It has 
averaged over 100 invitations each year, and received calls 
not only from Malden, but the nearby cities that make up 
Greater Malden. 
The Press has taken a booth at every Malden exposition or 
promotional show, and turned it over to the Red Gross ~ their 
displays and information. At the time of President Roosevelth 
death,.it ran a full l~:O.gth page picture of the Presd!.dent in 
its memorial issue. The paper received so many requests for an 
original that it sold it for $1.00 a copy, and donated all 
proceeds to the March of Dimes. 
It has aided charities in other ways. At the time of each 
drive, it assists in the coordination of promotion and publicity 
It goes all out to please and to insure the drives' success. 
~ Mrs. Pauline Mallon, the executive director of the Malden Red 
Gross, summed it.up this way: 
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editorials, publicity, shots at their own expense--
it has proved invaluable in publicizing the work of 
the chapter, in securing blood donors and volun· 
teers. Above all,-we do not have to sell them a 
bill of goods -- they really want to help us." 
Another leading agency, the United Community Service 
through its director of Suburban Newspapers Division, Miss 
Titus remarked: 
"I know the editor of the Malden Press personally, 
and I can honestly state that. the service we have 
received from him, has been tops. The paper is one 
of our best friends. -- They have been most gen-
erous with editorials and feature material and es-
pecially cooperative in the handling of weekly 
advance stories which serve as the groundwork for 
the launching of our campaign." 
Equally impressive has been the comments of cultural, 
social, fraternal and athletic organizations of the city. For 
example, the secretary of the West Side Athletic Association 
wrote the paper: 
n. • .Feel we owe a debt of thanks for the vvonder-
ful service you have rendered in the p~st year. 
Without a favorable press, we could not be so 
successful." 
The District Director Alien Address Report Program re-
marked: 
said: 
"Through the Press, we were able to reach many 
aliens who might not have been aware of this im-
portant requirement of the law." 
And the secretary of the Malden Home of ·Aged Persons 
"Much of our financial success is because of the 
Pressts kind cooperation and interest in the Home." 
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Chapter VIII 
Public Relations Problems of the Later Years 
Part II - Promotional Problems 
One of the most significant points the author found in 
his study of the Malden Press and the f4alden Shopping Area, 
was that the vast majority of the merchants strongly approve 
of the promotional policy of the paper. What is behind this 
strong promotional flair and why has it proved so successful 
with the local merchants? 
The overall theme of every promotional event founded by 
the Press has been in line with one of the Pressts long range 
Public Relations goals since its inception, namely Build 
Malden, -- sell Malden ~~ on a cooperative sales basis as the 
place where the consumer can buy anything from a safety pin 
to an automobile. As Robert Henderson, Advertising Manager of 
the Malden Press pointed out: 
"We are really educating the public ~- educatins 
them to buy in Malden, and the individual merchants by 
their cooperation in the events are really saying -- buy 
it in my store here in Malden." 
An examination of a typical promotional event sponsored 
by the Malden Press would reveal just how these cooperative 
sales efforts are carried out. 
First, an informal survey is made by personal interview 
with the retailers of the Malden Shopping Area, on the feasi-
bility of-the promotion. Ideas are submitted and requested of 
the merchants, for a local theme (seasonal) and the best dates 
·-- ·. --- .. ·-··-
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Experience has shown that the best dates for a city wide sale, 
are usually the third week in the month, and the last three 
days of that week. 
After the informal survey is made and a seasonal theme 
'"' decided, (Build Maldenu is always the overall theme), a pro-
motional flyer is .sent out to all the merchants explaining why 
the promotion is important, and what it is all about. 
For example, the first promotional flyer may be entitled 
"Payoff Days .. in Malden - the natural shopping ce.nter." The 
key being to sell the city as the best place to shop. 
After the initial notice by the Press, the Chamber of 
Commerce calls a meeting of the retail bureau and a second 
Press notice goes out for the Chamber of Commerce. After the 
Chamber meeting, a third Press notice goes out, in addition to 
personal and phone contact by the advertising manager, on how 
the Press can help them plan their advertising. 
The events are usually three day events (although there 
have been week long events and special editions for special 
occasions, like Malden's Tercentenary). 
The entire operation from the original informal survey, 
takes about three weeks, although the Retail Bureau meets in 
July to roughly plan the promotions for the remaining year .and 
in January, for the first half of the year. 
Probably, one of the most vital parts of the promotion, 
is the extra circulation of the Malden Press for these city 
wide events. 
BOSTON UNIVERSITY 
SCHOOL OF PUBLIC RELATION$ 
AND COMMUNICATIONS 
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Figure 2 
Promotional Flyer of the Malden Press 
= 1----
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8 EXCHANGE STREET 
MALDEN 48, MASSACHUSETTS 
A survey shows that the 40,000 families in Malden, Melrose, 
Medford, Stoneham, Wakefield, Everett, Saugus and North 
Revere who will receive the Malden Press S~ring Supplement 
on April 4 and 5 will spend approximately ~6 1 240,000 in 
retail stores during the subsequent thirty days. 
April is a natural buying season. The season has changed, 
the weather is better and everyone's outlook is brighter. 
Yes, there's approximately $6,240,000 that will be spent by 
people living within 5 miles of Malden's shopping area. 
Where will they spend this money? 
Will Malden merchants get a substantial share? 
The answer is up to youl 
The potential is amazingl It's worth working for. 
Every Malden merchant should help to direct a great portion 
of this $6,240,000 into Malden- into his own store ••• by 
advertising in the 
MALDEN PRESS 
SPRING SUPPLEMENT 
on 
APRIL 4 
Remember 40,000 families are going to spend $6,240,000 
during April. 
These same 40,000 families are going to receive the Malden 
Press Spring Supplement. 
"Results are in proportion to your efforts." 
Figure ?. 
Promotional Flyer of the malden Pres~ 
The Press had long considered publishing an extra cir" 
culation paper or at least, increasing its circulation, which 
'"'as cut back during the war by the WSB act to 20,000. In fact 
when the Press had to decrease its circulation by 5,000, it 
created quite a PR problem, as it had built up such goodwill 
among the citizens of not only Malden, but Everett, Medford, 
Melrose, North Revere, and Cliftondale, that it was decided 
to cut off a small percentage of each city -- rather than 
eliminate or cut heavily into one section. One other point 
of interest regarding the war, and its effect on the Press may 
be mentioned here. 
The paper originally came out on a Friday in preparation 
for Saturday, which was traditionally the busiest shopping day 
in America. However, it soon became apparent in the days of 
ration stamps, shortages, and scarce buying, that Friday was 
becoming the popular day to shop and also, Friday night 
shopping in particular.· That the trend is continuing, there 
is no doubt. Time reported recently: 
"Its (Shoppers World, Framingham) shops decided to 
stay open until tf} P.M. · each Wednesday., Thursday, and 
Friday. The experiment worked so well, that the stores 
stayed open five nights a week during the Christmas rush, 
and last week all but three of the shops (of 44) decided 
to go right on staying open three nights a week. Their 
decision was the latest shift to night selling and a 
great change in U.S. merchandising. Reason - they did 
more business at night, than in the daytime. The change 
is based on two facts: 1) people have more time to shop 
after working hours, and 2) the five day week has 
changed Saturday, the traditional peak shopping day, 
into a "stay-at-home"day. Speeding the trend is the 
fact, that defense program, drawing more and more wives 
into the labor force, make it har~er for women to shop 
during the day!n31 
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The problem of Friday night and/or Saturday night pro-
duced a sharp division amongst the Malden Merchants. Orie 
faction wanted to substitute the Saturday evening shopping for 
Friday night, while another, notably the chain stores wanted 
the old Saturday night shopping contin~ed. 
In the midst of the controversy of Friday and/or Satur-
day openings in Malden, an interesting development occurred, 
which greatly affected the merchants, the city, and the Mal-
den Press. 
A promoter came to the city late in May 1950, and 
attempted to enlist the support of the merchants to an adver-
tising circular, that he claimed would blanket the Malden 
Shopping Area. His plan was to distribute 50,000 copies from 
time to time, free to every home iri the Malden Trading area, 
and offered the retailers greatly reduced rates than the Press 
or the News. 
It is not an over statement to say that many of the mer-
chants were infuriated. The Press had won, so much goodwill 
from the merchants due to its policy of value and service, 
that many of the merchants requested the Press t·o publish an 
extra circulation editionm cover the remaining area that was 
served by the Malden Shopping Zone. 
The Press responded to the merchants request and agreed 
,._ to publish a Greater Malden edition of 40,000 circulation when 
ever a city wide promotion was planned. (approximately six 
times a year) The extra edition would not contain any news, 
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under the banner of a respected paper. Recent promotions had 
shown that the Malden Shopping Area now served Wakefield, 
Stoneham, and in addition to other cities. 
When the final tally was in for the first Greater Mal-
den edition, it revealed that the Press had secured 40 full 
pages of advertising, representing every type of store, as 
against eight tab pages for the competitor, the promoter who 
put out the advertising circular. It is interesting to note, 
that of the eight pages, four were of one company, and the 
other four, of other chain stores, (incidentally, all Saturday 
night supporters, too). Not one Malden owned business was in-
cluded. 
The promoter tried one more issue and received even less 
response before folding compietely. He folded primarily be-
cause of the goodwill of the Malden Retailers and the service 
of the Malden Press to the retailers and the community. It 
was proof that Malden recognized the Press as a useful and 
necessary citizen. 
With the successful city wide promotions, and with the 
Greater Malden ~ditions, Malden has been able to successfully 
withstand competition against the ne1."1' shopping district that 
has developed in Medford. To continue aiding the Malden busi-
ness men, it has constantly refused advertising from this 
center, and also recently turned dmrn a very si z#il}l:~c:' ,: 
with a leading clothing chain, which has just o~l_____ __ 
shopping 
contract 
• 
•• ::!ill 
Figure 3 
Area served by· the Greater Malden Edition of the 
Malden ~re~s, 40,000 circulation 
l 
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a store in a nearby city. Some indication of what the Press's 
refusal to accept outside adv~rtising may mean to the· city, 
may be seen in a comparison of sales figures of Malden and 
Medford. 
Though smaller than Medford in population (59,567 vs. 
67,071) 32 , Malden does more than one third more retail busi-
ness, as seen by the Department of Commerce retail sales fig-
ures in 1948. 
Malden 
Medford 
B. TRADE ASSOCIATIONS 
$50,269,000 
$36,980,000 
On February 20, 1942, 19 controlled-circulation newspape 
publishers, nQp~~~ of as many cities in the east and 
central west met in Detroit, and formed the Controlled-Circu-
lation Newspapers of America. They were motivated by the 
World War II which brought many problems to the members, and 
by their desire to secure additional national advertising. 
Today, the association is made up of 92 members produc-
ing 163 controlled-circulation publications, with a total cir-
33 
culation of 4,951,242. 
Let us examine the ·2!ligibility requirements, ,cs quoted 
from the association's code of regulations: 
"Eligible to membership shall be all publications 
of free or controlled distribution, which shall include 
independently OWned neighborhood weeklies and community 
···32-Novotny, .QE• cit, p. 165. · 
33-"Membership of Controlled.;.Circulation Newspapers of Ameri-
ca, Inc., Their Circulation", Rata & ~Guide, January 
1952, p. 29. 
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tervals, as well as trade, business, labor or other 
publications whose free or controlled circulation 
is through the mails or otherwise. Each publica-
tion in case shall have been published continuously 
~ for at least one year prior to the date of its apw 
.., plication for membership, unless in the discretion 
of the Board of Trustees, there is decision to 
waive this rule." 
The purposes and functions of the CCNA are those of the 
average trade association: 
a) protective and defensive ~ Washington and the 
field 
b) informative - through the medium of a frequent 
bulletin service, which aims to keep the mem-
bership posted on all matters that affect their 
interests. 
The Washington end of the first-named function is joint-
ly in the hands of the president and the executive secretary 
operating from the CCNA's Washington office. Such problems 
as the newsprint shortage, wage and price control, credit 
restrictions, defense priorities, hard to get materials, and 
taxes are tackled here, for the CCNA membership. 
In addition, the weekly ttconfidential lmlletin"sent to 
members, the Association also: 
1) publishes - Rata and.~ Guide, which contains 
the list of all controlled-circulation publica-
tions and their circulations. This publication 
is mailed to over 5,000 national advertising 
representatives, agencies, and space buyers. 
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2) holds an annual convention, where publishers 
are afforded an opportunity to discuss mutual 
problems with fellow publishers, and experts in 
the free, or controlled circulation newspaper 
field. 
3) through its President, presents the viewpoint o 
the CCNA, to government officials and congress-
ional committees, on all matters affecting CCNA 
members. 
4) maintains a Ufull time" executive secretary in 
Washington, D.O., who offers members many in-
dividual services. 
An example of the effectiveness of the CCNA may be seen 
from the following. During World War II, the Association 
secured the sliding scale form of print paper rationing, orig-
inally denied free or controlled-circulation newspapers, and 
given only to ~aid newspaper. 
If the Association has proved successful on the lobby 
scene, it has not as yet proved too successful on the national 
advertising sc.ene. 
As one advertising agency executive recently confided to 
the author: 
"Contrary to widespread belief, there is no con-
spiracy against the free papers - it~ just that the 
agencies do not really kno\IIT how good they are. For 
example, being here in Boston, I know of the con-
trolled group in this area, and of the reception 
they get, but if I were at a desk in Chicago, I 
would be afraid to take a chance for my client." 
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One of the reasons nagency men don't know", has been the 
opposition of the Audit Bureau of Circulation, and the Amer-
ican Newspaper Publishers Association. Both of these groups 
have resisted strongly, efforts to include the controlled-cir-
culation papers in their membership. Many controlled-circula-
tion newspaper publishers would like to see their newspaper in 
eluded in thdABC, or at least ~n the Editor ~ Publisher Year-; . 
Book, which lists all (paid) newspapers in the country. 
Having failed thus far in these attempts, the CCNA has 
attempted t9 strengthen its own organization, £x offering the 
agencies added services to attract ~ business. 
These services'.include printing in extra colors, ~ 
testing, such as spli~ runs, with the ~dvantage of a circula-
tion scientifically comparable to the circulation of each 
piece of copy used in the test; alternate production, where 
every other paper printed carries another and different mess-
age for the advertiser; allocated production for use in copy 
testing, by changing plates during the run, at evenly spaces 
intervals or therewise - what ever the advertiser order; 
separate delivery of circulars, samples or coupons or combined 
delivery ~f the same; swatched samples, where the reader has 
the unusual advantage of being able to visualize or to try the 
merchandise. 
It should be pointed out, that not all controlled-circu-
lation newspapers have these added features, but more of them 
are offering them daily. However, all the newspapers offer 
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I the advertisers the following regular qualities: 
1) home delivery - all copies delivered direct to 
homes by boy carriers with 
adult supervision (or by con-
tracted distributors). 
2) primary coverage - the circulation is clearly 
defined within the primary 
market~ and home coverage is 
localized to shopping areas 
of city and suburban stores. 
3) homemaker audience - advertising directed to 
approximately, 5· million 
urban housewives and women 
heads-of-families in 
their homes. 
4) high readership - the basic editorial format of 
local news, home service fea-
tures, and shopping informa-
tion creates maximum homemake 
readership. 
5) proven sales response - proof of selling effec-
tiveness is the sub-
stantial advertising in 
vestment by local store 
and chains in these 
papers, where results 
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guide. 
With all these advantages, the CCNA is faced with heavy 
competition from the paid daily papers, which some of the manu 
facturers prefer as media, especially for cooperative adver-
tising. Barnhardt has aptly cited a glimpse of some of these 
relationships: 
"The development of the fifty-fifty cooperative ad-
vertisement in which the manufacturer and dealer divide 
the bill has been accompanied by a number of abuses. 
Chief among ths~e is the practice of some newspapers of 
"selling out" to the local dealer with a proposition tha 
the advertisement will be published with the understand-
ing that the. manufacturer or agency will be billed at a 
rate high enough to bring in sufficient revenue, that 
the dealer need pay nothing for his share.n34 
2. THE BOSTON SUBURBAN QUALITY NEWSPAPERS 
Unfortunately, this situation exists in virtually every 
city of the country, including Malden. It. was with these 
abuses in mind, and partially to obtain added newsprin~ that 
six publishers, representing ten controlled papers in the 
Greater Bost~n Area, formed the Boston Suburban Quality News~ 
papers in 1945. It attempted to tackle the mafn problem com-
mon to all - to sell the industry on the merits of the BSQN. 
The Association offers the advertiser the convenience of 
single billing, in reaching all ten outlets with a combined 
circulation of 155,552.35 
Certain advertisers who bought the BSQN package deal met 
with successful results, especially the promotions of the· 
34-Barnhardt, QE• £ii., p. 260. 
35-Rata ~Data, op. cit., p. 17. 
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"product of the week", but the main problem of the BSQN seems 
to lie in better representation. Most publishers agree, that 
they could prove the worth of BSQN, once given the opportunity 
but to date, poor representation has cut down prospects. In 
this connection, the publishers themselves are largely to 
blame. They practice the adage, "penny wise and dollar fo~l~ 
ish". Many advertising men, that this observer has spoken wit , 
seem to agree that selling the natio~al advertisers and the 
agencies is a long term proposition. That is, it 1.dll take 
about five years to· break the attitude held by them, "that 
the free papers are nothing more than circulars". 
The publishers have, thus far, refused to commit them-
selves to any long range program, in meeting the problem. It 
is doubtful that they will be able to make any headway, with-
out a systematic, hard hitting, and long range plan. 
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Chapter IX 
RETAILERS AND MANUFACTURERS RELATIONSHIP WITH ~ MALDEN PRESS 
Thomas Barnhardt, in appraising the service a weekly news-
paper could render, commented: 
"Local merchants with their strictly merBantile 
(retail) advertising and sales and service announce-
ments are not the only ones to benefit by the weekly 
newspaper's advertising functions. ~paper is also 
.!!Eo :1Jp._po_rtant medium ~ adv.e.r_t_isements .2£ .! gene,ral 
~ national scope, serving manufacturers of products 
having .! widespread distribution. The newspaper also 
performs many important tasks for the community by its 
functions as a disseminator.of official notices or 
legals. The professions, too, such as law? and 
medicine, and the public utilities, such as water, gas, 
and electricity enterprises, are all served by the 
small town newspaper.n36 
has the Press been of service to the manufacturer located 
in Malden? Have the manufacturers relied on the fress for ad-
vertising? What of the retailers - how do they feel about the 
.Press? 
To answer these questions, let us note the opinions as 
expressed ·by the businessmen, themselves. .tf·or obvious reasons, 
all names have been omitted. 
The manager of a leading five and dime chain store com~ 
mented thusly: 
"Advertising is a d--m waste of' money. It doesn't 
' help us out one bit; its notgood at all for a five and 
dime. Nope, I don't think much of the free papers, and 
I think the News (the daily paper) is the worst paper, 
I have ever seen ••• looks like it's going out of business. 
Xep, we always help out in the promotions of the dity, but 
it don't do us too much good. uur store is easily laid 
out, people can see what we have, and our window displays 
do the trick.• 
36--Barnhardt, op. cit., p.26v. 
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The Assistant Manager of a smaller department chain added 
his views: 
"We use a combination of advertising in the Press, 
and some circulars. The Press is effective and 
brings good results in reaching extra circulation 
regions. As a matter of fact, the Press is vvell read 
by our employees ••• they leave a few extra copies here 
and we put it in the employees' lounge. Its got lots 
of news for a free ·paper. Brings results for us, and 
I notice it has more ads then the News, too, es-
pecially for department stores, which we're interes-
ted in. We 'qant to advertise where the .family can 
compare our values with the next fellow." 
One of the leading independent stores, homeowned, put it 
this r::ray, through its adv.ertising manager: 
"We give the Press about 70-80 inches of advertising 
~ year, and give the News, a comparable amount. Per-
sonally, we like the Press be~~ here, feel it does 
more for us, both in service and results, but we 
have an arrangement 1"lith the News, with regard to 
national advertising, you know the cooperative deal; 
you see most of our companies prefer a paid news-
paper, I don't know why, I've told them the free 
paper, here, -is better, but they still want the paid 
paper- could be because it•s a daily- I don't know. 
Anyway, the Press is better in ne111J"S, layout, pictures 
lots of ways, ·especially in promotion ... it:s a strange 
deal where the city has a free paper thats better 
than the paid paper." 
A spokesman for a small independent clothing store added 
his viewpoint: 
"I think the daily is better than the weekly. We ad-
vertise about evenly. The Press is more promotional 
minded - in fact, they've just thought of a more 
efficient plan that might help us, we'll see; -
can't tell yet, cause, i~s just starting. I buy the 
News, 'cause I like to see whais going on here. I've 
lived here 36 years, and its a ritual with me, before 
dinner, to stop, and read the News. The Chamber of 
Commerce isn't too active, but it does manage to col-
lect dues, make ads, create promotional devices, that 
the merchant can't do himself. 
A feminine manager of a womens-ready-to-wear chain store 
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explained her viewpoint: 
"We advertise in both papers, and in the Boston pa-
pers as well, to cover all our stores. Some cus-
~omers make a point of saying they read it in the 
News, or Press; the extra circulation of the Press 
help us considerably, but we feel that too many 
sales hurt our business. We have found that one ad 
in six weeks Will bring better business than one ad 
every week. We have beGn greatly affected by the 
Friday evening, Saturday evening squabble. We have 
gone along with the majority, and are now open Fri-
day evening, and closed Saturday night. Incidently, 
our biggest sales day is now Friday night, with 
Saturday afternoon, second, and Friday afternoon, 
third. The only ones open on Saturday nights, now, 
are the five and ten chain stores, and they are just 
being stubborn." 
And the manager of a leading food chain remarked: 
"W~advertise in both papers, now, every other week, 
since our budget has been cut. . Personally, I think 
its a waste of time, as all we're really doing is 
keeping our name before the public. The ads are cut 
and dry compared to the other local retailers. We 
do manage to get a lot of out of town customers, but 
what brought them in is anybody's guess." 
An official for a leading home owned super marked ex-
pressed his attitude as follows: 
"We like the Pressl Very seldom ever advertise in tle 
News. For one, the News is only a daily with six or 
eight pages, the Press puts out 20 or 22 pages at 
the least, has more advertising, especially food ad-
vertising, and that's important to us. We want the 
homemaker to know what we have ... she knm'ls the Press 
features all the food stores. The Press has better 
circulation, is ~ more wide awake paper, and gets 
results. With the-press, more people read it, why 
not, you don't have to go out any to buy it. We use 
the News occasionally, for spot advertising. The 
Press, puts out the paper to nearby to1.ms, and we 
have numerou,~ customers in Medford, Wakefield, Clif-
tondale __ and J.vJ.elrose. In every city its different, 
but in Malden, the free paper is best. I live here 
in Malden, and I always read the Press." 
So much for the retailers, what of the manufacturers, who 
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call Malden their home? Malden has in excess of 175 diversi-
fied firms, with Department of Commerce figures showing near.ly 
$16,ooo,ooo paid annually to nearly 6,000 employees of these 
f:l;I1.m-s.37 That Malden has grown and is s.till grovdng is evident 
by the fact that there has been a 20 per cent increase in the 
number of industrial firms and a 5~ per cent in~rease in the 
number of persons employed in industry, over the eight year 
period, 1939-1947.38 
A few types of products manufactured in Malden are rubbe 
boots, and shoes, s~ap, toilet goods, paint, brushes, airplane 
parts, radios and radio parts, television, machine and cutting 
tools, knitted outerwear, coal tar products, fire hose, tin 
cans, candy, oils, paper boxes, chemicals, foods and furniture 
So much for the products, and on to the men behind them. 
The Director of Industrial Relations, for· a leading manufac~ 
turer said this: 
"We manufacture commercial use products. We have-
not gotten around to public relations yet. No, we don't 
advertise in the local papers, and we don't give publici 
ty releases. Well, yes, I think we have a community re-
la.tions program, but it needs a short in the arm. Tell 
you what I mean. Recently, the workers put on a variety 
show, here in town, right in the high school auditorium; 
it~s complete sellout each night; we didn't give them 
any publicity help, that was probab~y wrong, but they 
didn't get any help from the papers either. I can't 
seem to recall their names, well there's no reasori I 
should, as I don't live here. You say we had an exhibit 
in the public library, well heck, that's news to me, but 
I wouldn't know since that is not my department - its 
handled by the sales staff." 
37~This is Malden, Massachusetts, QE• cit., p. lo 
38-Loc. cit. 
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Another leading industrial firm 1 s personnel director 
exclaimed: 
"We are a most unusual company, we operate without 
a sales force, and do ·not produce a product for the pub-
lic. · Hence, we ·only use the local papers for help 
wante~ and gpodwill. As for goodwill, we strive to 
stress safety, good government, armed forces publicity; 
in other words, we make use on a limited basis of ~b ... 
lie relations advertising. To do this, we use the ~' 
and the Press. We recently put out a brochure, but I 
don't know what value it is since, all our production is 
contracted for by one buyer. Any public relations is 
handled by myself (personnel director), in addition to 
my other duties." 
An interesting observation was given by the personnel 
director of a company, 11'J'hose products are sold throughout the 
world. 
"Our product is sold in every country of the world, 
and our budget just won't let us take in U.S. weeklies. 
We advertise in 350 U.S. dailies, plus upwards of 600 
publications around the world. In addition, we advertis 
in the trade association publications. As !2£ Malden, 
Q!!f. home plant and office, there would be .!!Q point in 
advertising in the ii'J'eekly, although ~ do manage to put 
!!_ few spot ads in the daily every !!.2}f ~ ~· If \l:e 
were looking for increased sales, it would pay us to 
better invest our money in New York City, and advertise 
on a large sign overlooking Times Square. ~~lden repre-
sents only a slim decimal of our entire sales which is 
world wide. I 1 d say about 35 per cent of our employees 
are f~m Malden, but we don't have any publicity re-
leases of note. We're members of the Malden Chamber of 
Commerce, and I'd say we're good citizens of the com-
munity." 
What are the views of the manufacturer whom the Press, 
and the community aided during the tariff controversy? A lead 
ing executive of the company commented: 
··"We can truthfully thank the Press, the Union, and 
the Chamber of Commerce for getting the story across to 
the community. Of course, it helped that we employ such 
a large percentage of Malden people, ~never have 1 
~ ~ ~ ~ considerably aroused. The public 
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petitions were extremely helpful, and served as an in-
spiration and model else1"1here; in fact visitorsfrom 
other towns came here to get the fundamentals, so it 
could be carried out in their towns. We have the larges 
payroll in the city, but we don't boast of any public 
relations department. Matter of fact, we have no formal 
PR program. Whenever, the Red Cross wants to bring the 
bloodmobile here, we are quick to cooperate, along '·dth 
major drives and work of the city. You might be inter-
ested to know that our president is vice president of 
the Chamber of Commerce, here. We only do a small amoun 
of institutional advertising and no product advertising 
at all in Malden." 
A spokesman for a smaller manufacturer outlined his com-
pany's position. 
"We jU:st use the local papers for help wanted. We 
do absolutely no product advertising in newspapers at 
all. We advertise with the Chamber of Commerce in their 
brochures, take booths at expositions, 11ke the "Expo-
sition of Progress", apd utilize point of purchase ad-
vertising, since our product is an impulse item. We 
have no formal PR program - maybe we haven't gotten 
around to it yet, or maybe we really have no need for it1 
Is it coincidental that none of the manufacturers ad-
vertise their products in Malden papers? Is is coincidental 
that only the chain stores resisted and continue to resist 
Saturday night closing? Is it coincidental that the chain 
stores (although only a few of them) backed the promoter who 
tried to put out an 2 dvertising circular, and undercut the 
rates of the Malden Press? 
To this author, it is more than coincidental. It repre-
sents ~ trend; a trend away from community interest to sel-
fish interest, a situation which could have far reaching re-
percussions. 
Geraldine Novotny, also, foun~crmewhat the same situa-
tion which was affecting contributions to charities, in her 
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study of Malden and Medford. She quotes a former Malden com-
munity chest campaign chairman who stated: 
11Take the fact that local industries and local 
stores are taken over by chains ••• and you've lost all 
tie-in with the city entirely ••• in trying to get in-
dustry to contribute, they .say the taxes are high, they 
can't afford to give you money. Unless merchants and 
industrialists really take over and maintain these in-
stitutio~s and hospita~s, the government will steE ig 
and furn1sh money and 1n turn the merchants and indus-
trialists will pay more taxes ••• The idea is beginning 
to develop. The question of keeping alive free enter-
Erise has a lot to do with how much interest citizens 
have in there local affairs and ;,vhat they devote to it •• 
In all cities there has been a change of attitude on the 
part of citizens. The Chamber of Commerce is an indica" 
tion. Twenty-five years ago, at an outing there was a 
group of representative businessmen - everyone attended 
it. · They owned their mvn businesses. On drives and 
campaigns, everyone pitched in. During the last two or 
three years, wetve run into chain stores - up and down· 
the street. They haven't any authority about what they 
shall do in the way of drives. They have to get in touch 
with Boston to know what to do. I tve been the general · 
chairman of the Community Fund Drive twice. This thing 
is very evident. Wadsworth Howland (the manager of · 
Woolworth and a big business) lived here and saw that 
workers in his establishment worked, too. Today, there 
~~lack of personal interest ••• chain st?re managers 
~ n2 help in building ~·city. They come 1n a~ter the 
city is already developed and contribute very l1ttle. 
They don't want to spend any more time than they can 
help. They refer you to a district manager - pass the 
buck. It is very hard to get a group of men to cavry on 
the civic affairs of the city. They will do nothing that 
wonft do something for them in return. And apathy is 
forced on them because they are not the determin 1ng' ·fitcto 
of what to do. Take the department stores. I remember 
when Joslin owned the only department store in Malden. 
He was·very much interested that drives be successful. 
He usually started them. It is now owned by the Hahn 
Department syndicate which has no interest in the com-
munity. tt39 · 
It appears clear, that a serious new problem-e challenge 
faces the Malden Press. A public relations program must be 
39~Novotn¥, 2£• ~., pp. 80-82. 
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developed to enlist the manufacturers and chain stores in the 
interest of the city. It is f'i tting that the Press take the 
lead in the carrying out of its long range goal of building 
up the city. It is also fitting that the Press, take the 
lead because of the respect and goodwill it has earned 
through the years. And, as one local leader put it: 
"A good paper ~ do ~ much toward building ~ 
attitudes and ~ spirit 2f ~ ~ - if people read and 
believe in that paper.. In Malden there is only ~ 
paper which could undertake to do this job - and do it 
right - and that's the Malden Press." 
Before outlining this new PR pro.gram to win the manu ... 
facturers and chain stores' support, and other recommendations 
to benefit the community, let us review what the Press has 
done from its inception to date. 
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Chapter X 
Summary and Conclusions 
I. Summary 
It would be advisable at this time, before outlining a 
new PR program for the Malden Press, to pause, and reexamine 
the role that public relations has played in the growth and 
organization of the newspaper, and to review what the Press 
has done with respect to gaining community acceptance, ob-
taining increased advertising and circulation. 
Public Relations has been the guide of the management 
since its inception in January 1934. 
Let us note when and where it was used. The management 
recognized that a private business enterprise can be a success 
only if it provides a public need or service, (if there is no 
public need for the article or service, the business enter-
prise will wither or die). The degree of the success of the 
enterprise depends on four important factors. 
a) The magnitude of the need -- the management 
used a public relations tool - (survey) to find if the 
need existed, (decline of the paid dailies and growth of 
Malden as a shopping center, created a vacuum), and used 
participation of the merchants in designing and pro-
ducing theneed so that it 
b) best fulfilled that need. --The management chose 
a newspaper, rather than a circular, and outlined a long 
range program of gaining acceptability. The first step 
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involved reader interest, and a carefully planned public 
relations program was developed which in turn was di-
rected at securing the support of the housewives, 
children, husbands, businessmen, and bankers. ~ts 
gossipy news columns with a home reporter in each 
district, together with its ttthird dimensionalu editori 
policy of explaining local issues, and what was behind 
them, went a long way in gaining support of the com-
mun,i tyo The strong feature of free. circulatt on to ever 
home within the Malden Shopping Area, aided its accept-
ability pattern, as more people were affected by it, 
oecause it contained news and features of interest to 
·chem. 
c) the pride of every member of lihe organ1zat1.on, 
from general manager to office ooy was developed by puc-
lie relations, .on the internal level. The staff'·:was 
made aware: 
one is on 
1) of the service the paper is rendering 
2)of the integrity of the paper 
3) that the Press is building Greater Malden 
{one way - rejects outside advertising) 
4) that the news columns of the paper cannot 
be bought 
5) that the management believes in selling only 
advertising that will be of value to the 
merchants. 
Adding to the esprit ~ corps, is the fact that ever -
a salar basis so that there is no internal bickerin 
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and strong competition for commissions, at the merchant's ex-
pense. The result has not only benefited the management, but 
the merchant, as the staff is keyed to give service, and not 
high pressure selling. 
The extremely low turnover rate of the employees attest 
to the success of the internal public relations program of the 
Press, and of the goodwill of the employees toward the paper. 
This goodwill i:S reflected in the salesman's approach to the 
merchant - that of a friend and consultant, seeking to aid him. 
It is for this reason that the salesman's statements are vir-
tually taken for granted by the merchant. 
d) the fourth factor contributing to the sue cess 
of the or~anization, publicity and public relations, the 
Press, has excelled in. 
Its long range public relations program served as a 
model for its relations through the years. 
1) The Press was interested in putting out a paper 
of value ~ would not and did not publish any 
edition with less than eight pages. It was in-
terested in public service, and felt a respon~ 
sibility to the community to report the news. 
2) The second long range PR point was that the pro-
fit and acceptability were one and the same, and 
that a business enterprise existing solely for 
the profit motive would fail. Therefore, the 
Press adopted an~ still maintains the following 
creed of not a~"'~"'~nt-.inP' ~nv~=n·•tisin~ that will 
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not benefit the merchant. At the start, it meant 
that the Press, did not approach the large 
merchants for ads, that it believed it could not 
produce the value for. xt waited until it had 
won goodwill and acceptability. 
3) And the final long range PR point was to build 
the.city of malden. The Press, takes pride in 
the fact, that it has made an important con-
tribution to creating civic mindedness, aided in 
cleaning up corruption, indirectly led to in-
creased sales, a higher safety record, and a 
lower crime rate. ~t has played a key role in 
saving the city's largest industrial plant. ~t 
has rejected advertising from outside cities (at 
\ 
a great less of revenue to itself) and at the 
merchants' request increased its circulation to 
40,000 copies (the Greater Malden issue six times 
a year). In doing these things, it has earned 
the goodwill, and the respect of the charities, 
citizens, merchants and the entire community. 
That is the program - now What are the results? One impor 
tant measuring tool is offered by Barnhardt, who statest 
nnespite its manifold editorial and advertising 
functions in the community, the financial ~uccess 
of the weekly newspaper is dependent largely upon 
the success of service enterprises and upon the 
movement ofmerchandise from the shelves of 
merchants in the town in which the paper is pub-
lished. This close relationship of the newspa-
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per with the professional man and the merchant, wherein 
the success of one ~s dependent upon the success of the 
other, .is, of course, caused by the fact, that advertis-
ing volumes are inevitably dependent upon the demand for 
services and the turnover of merchandise stocks. As a 
result of this reciprocal arrangement, the financial 
success of the newspaper, professional man, and merchant, 
hinges upon the pulling power of advertising, and this 
power, in turn, is subject to the measure of goodwill ex-
tended to the paper by reason of its interest to the 
reader and its service to the community.n40 
A glance at the advertising volume of the Malden Press 
for the years 1934-1936 and 1936-1951 would certainly bear out 
Barnhardt's reasoning of the relationship between the pulling 
power of advertising, and the goodwill extended the paper. 
Using g_ base figure 100 for the year 1934, .Q.y 1936 the adver-
tising, volume,; had climbed'·,to 196 (by 1936 all the big mer-
chants in the paper were represented);~ .Q.y 1951 the adver-
tising volume has reached 416.41 The latter figure is partially 
due to, l) the growth of Malden as a whole, (new merchants), 
and 2} increased advertising of regular merchants advertising 
in the Press. 
There are other evidences of goodwill toward the Press 
also. There are numerous cases on record, and many retailers 
make a habit of consulting the Press advertisimg salesmen for 
advice on retailing problems and other advertising with other 
media. 
There have been numerous calls to the paper each Friday, 
commenting on an editorial, or offering a suggestion, or maybe 
40-Barnhardt, 2£· cit., p. 34. 
41-Publisher, Malden Press. 
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to report that the paper has not bee.n delivered. Proo.f of the 
popularity of the Press, has been the many offers received 
to pay for the paper to insure regular delivery. (It will be 
remembered that during the war the Press cut circulation from 
25,000 to 20,000). 
Mr. P. W. Litchfield, president of the Goodyear Tire and 
Company, outlined his formula for lasting success in any ine 
dustry: 
"Lasting success in any industry depends upon pub-
lic support and confidence. 'More and more the attitude 
of the public toward business is going to be influenced 
by the attitude of business toward its social responsi-
bilities.n42 
As the Press enters the new era of maturity, it can look 
back on a period where it met its social responsibilities to 
earn the support and confidence of the merchants, and citizens 
of the community. It has done this by its genuine sincerity o 
purpose and its straight forwardness, which in the final analy 
sis is the only way to build permanent goodwill. 
The Press has been fortunate in having at its helm, a 
man with the integrity and ability that its publisher, Edward 
H. Hezlett possesses. For Hezlett, had the foresight to know 
what public relations can and cannot do. He realized that mir 
acles cannot be accomplished over night, and that constructive 
results can come only from patient effort in building toward 
long term carefully defined objectives. 
42~Public Opinion Quarterly, July 1937, p. 126. 
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II. Conclusions 
So much for the past, but what lies ahead? 
Is a redesignation of PR goals for the Press at hand? 
Is a new program needed to meet the changing needs of the com-
munity? Are new frontiers now beckoning or has the Press 
reached the limits of its expansion? 
Publisher Hezlett's viewpoint is that: 
"We will swing and move with the times, when we see 
a change - we will change with the times. Until then, 
my only instructions to the editor will be to promote 
the interests of Malden." 
Editor Jerrold·B. Winer, is already swinging with the 
times. Since assuming the editorship, four years ago, he has 
strived to improve the Press by the use of more "magazine rna-
terial." On this he commented: 
"We realize we cannot compete on a neNs angle, but 
we certainly can give the people features - magazine fea-
tures about the town, their to'tlm, and "how to do it" fea-
tures, on the home and care of the children. The past 
four years, we have been working on diversity, that is 
trying to include more personalities and groups in the 
community; our aim is to show that Malden is a good place 
to work and a good place to live." 
The Hezlett-Winer attitude is encouraging in meeting the 
needs for the future and is step in the right direction. From 
the study made of the newspaper, the community, and the mer-
chants, a definite long range program is needed to meet three 
important prob~ems involving the Malden Press. These involve, 
1) improved relations with manufacturers, 2) develop Malden 
culturally, and 3) strengthen the trade associations. 
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1. IMPROVE RELATIONS WITH THE MANUFACTURERS 
From the interviews with the leading manufacturers of 
the city, the following facts seem to stand out& 
a) Not one manufacturer has a formal public re-
lations program, nor a public relations de- . 
partment, nor an adequate understanding of PR. 
b) Many manufacturers feel their only contribution 
to the community, should be through taxes, and 
participation in the Chamber of Commerce. 
c) The majority of manufacturers are unavvare of 
the pride the community takes in the firm being 
there, and in many c ases, the companies are un'"" 
aware of the possibilities of th~ city or news-
papers. 
There are strong indications that in Malden, the com-
munity has ignored industry, and industry has ignored the com~ 
munity. It is contributing to a feeling of selfish interest, 
instead of community interest. 
Geraldine Novotny found absentee ownership and "narrow-
ness-of vision due to self centered motivation and conserva-
tismn43high on the list contributing to the factors impairing 
civic participation and accomplishments. 
With the problem of greater participation by industry in 
the affairs of Malden, the Press must take the forefront, for 
__ !~~-s newspaper is one of the few institutions enjoying the 
4J~ovotny, Q£• cit., p. 108. 
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respect of the community, and its wide influence should prove 
a unifying force. 
One method might be in following Editor Winer's magazine 
approach. A feature series could be developed such as "Know 
Malden's Industry", with a different plant spotlighted each 
week. The Press might run pictures of the interesting depart-
ments in the plants, plus short biographical sketches of the 
leading officials and employees. 
This might serve as an opening wedge, as very few firms 
will turn down free publicity - especially the Wholesome kind, 
that has a purifying effect on the ·community. 
Another method might be for the. Press to sponsor an in• 
dustrial soft ball league, bowling league, or other sports 
activities. The league would be made up of teams representing 
the various industrial firms in the city. Many other cities 
report a stronger sense of loyalty to the to~m, amongst the 
employees who work in the city, but live elsewhere. The 
,effect on employee morale should prove beneficial to the com-
pany, also. 
Still another method of creating interest and inducing 
participation, might be for the Press to distribute free copies 
of the paper, to the plants for use in the lounge, so that the 
officials and employees may get to know the community better. 
Finally, other methods might involve contests for highest 
percentage of contributions to charities, most pints of blood 
given by a firm to the Red Cross, etc. 
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It will undoubtedly be a long range program, and results 
should not be expected over night, but rather in terms o£ 
years, but however long, it might take to change the attitude 
·now existing, to one o£ community interest, it will well be 
worth the time to all concerned, and especially the Press, who 
will be carrying out their objective o£ building Malden. 
2. DEVELOP MALDEN CULTURALLY 
Following along, and closely allied with obtaining in-
dustry participation in the community, is the development o£ 
the city culturally. With this regard, Miss N9votny, found 
·that the "changing population, and the £act that the newcomers 
have not been oriented toward civic participationn,4°ha.s led 
to a serious loss of civic pride. 
Here again, industry and business must be enlisted to 
contribute to civic pride and a growth of culture. Industry 
has a stake in the community where "it lives". 
Commenting on industry's participation in community 
affairs, Bronson Batchelor states: 
"Both corporations as such and those who represent 
them must be brought in closer contact with community 
affairs. They cannot expect to be recipients of local 
goodwill without doing those things that ~ goodwill. 
They must be not only good neighbors, but neat house-
keepers as well ••• This growing. civic consciousness de-
serves constant encouragement. It is a positive asset 
to industry, for a town to be known as a "good place to 
live", for it to have good schools, good housing and 
adequate recreational facilities. Such improvements 
should be included among::· the objectives of intelligent 
public relations policies. They reflect a sense of 
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social responsibility that extends beyond·factory gates. 
They constitute a form of social insurance which the 
ordinary mill-to:wm does not possess. n45 
But, how can such improvement be included among a public 
relations program, when the industries have such a small 
appreciati·on of v'J'hat public relations is? 
The task will be· great, and the disappointments many, 
but with patience, sincerity, and straight forwardness, it ~ 
be over come. 
----
'It would seem that the first step might be, what was al-
ready described as the opening wedge - to make friends; that 
is acquaint the town with the industry, and vice versa. 
This !.§., of course, th~· task for the newspaper. It is 
--
the task for the Press. Once the industry has awakened to. 
the community, gets to know it, it mayget to like it, and want 
As the inexact science of public relations grows in 
popularity, it will also awake an awareness in many industries 
and the task should be made easier. 
The exact program of developing Malden culturally will 
be omitted, but it may take various forms. One logical step 
might b.e an annual dinner and citation to the person or group 
(organization or company) that has done the most to improve 
Malden, socially, culturally, economically, and politically. 
Perhaps, what is needed is one unifying project that all 
members of the community can share in building, for only in 
45-Bronson Batchelor, Profitable Public Relations, New York: 
Harper & Brothers, 1938, p. 227. 
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helping to create, are the strongest loyalties and interests 
manifested. Such a community project might be a community 
theatre, or a community house, possibly a-cultural center, 
which would foster the development of the arts. 
Certainly, Malden is not too small to support any of 
these projects, with the development of suburban centers re-
cently, and it might prove a needed tonic to develop civic 
consciousness and pride in the "Church City". Here is another 
challenge for the Press, to aid in the building of a Greater ·· 
Malden. 
3. STRENGTHEN THE TRADE ASSOCIATIONS 
The fina~ point in mapping a new long range public re-
lations program for the Malden Press would be to strengthen 
the two trade associations that the Press is a member of. Let 
us discuss the national trade association first, the Con-
trolled-Circulation Newspapers of America. 
On a whole, most publishers are satisfied with the work 
of the CCNA, and feel it serves them t"lell in the protection of 
their interests. The chief drawback is the lack of prestige 
that CCNA members enjoy, in the eyes of national advertisers 
and advertising agencies. Steps have been taken to. overcome 
this problem, notably the mailing of the CCNA publication,_ 
Rata and ~ Guide, containing complete listing of rates, 
4lt circulation methods and area, and mechanical requirements, to 
over 5,000 national advertising representatives, agencies, and 
space buyers. 
t is needed is an educational campaign show~ 
ing case studies of how CONA members have helped other national 
advertisers, calling attention to the extra personal attention 
given by this type of paper, plus its greater pulling power, 
lower rates, and higher reader interest. 
Another suggestion would be to have a national publication 
in the adverti·sing-journalism field such as ~, Advertising 
ASe, or Printers ~~ undertake the listing of CCNA newspapers 
much the same as Editor~ Publisher does for the ABC newspapers. 
Time is on the side of the CCNA. Many members of the 
American Newspaper Publisher Association thought the controlled 
papers would certainly fail a few years ago. The fact, that 
they have not only survived, but are gaining in recognition 
may eventually break the antagonistic attitude of the ANPA. 
Meanwhile, an aggressive, hard hitting and straight forward 
campaign may continue to turn the tid~ with respect to national 
advertising. 
2. Boston Suburban Quality Newspapers. 
~his association badly needs a shot in the ar.m. Where 
many of the publishers expressed satisfaction with the work 
of the OCNA, a number of BSQN members have become discouraged 
with the association. ~personnel, ~ 2f ~ definite pro-
gram, ~ ~ unwillingness 2f ~members !£, commit ·themselves 
~.!. long~ campaign, have great·ly hindered this organizatim • 
What seems to be needed is; 
1) a carefully defined long range progrrum listing 
aims to be accomplished, and m~thods of carrying 
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them out. 
2) a willingness of' the members to commit them-
selves to a long range program .and the realiza-
tion that results can not be achieved in a short 
period. 
~) an energetic representative to carry out the 
publishers program and make the BSQN, a live 
and sparkling organization. 
If these three points are followed, the publishers will 
have taken a progressive step forward to enhance their position 
not only in the Greater Boston Area, but on the national scene 
as well. 
And there we leave the story of' the Malden Press, a 
controlled-circulation newspaper founded in 1934, which has 
served the Greater Malden community well. It has brought to 
its readers the intimate affairs of the members of the com-
munity, news of' joy and happiness - the births, marriages, 
graduations, and news of' sadness and tragedy - of' fires, 
disasters and death. In doing so, it has earned for itself 
a permanent place on the Malden scene, a place of' sentimental 
value, of' nostalgia to those who have left their Ufriend", in 
that uahurch Oityu, eight miles north of' Boston, in these the 
United States. 
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A OAS.i5 s•rUD:t OF A NEWLY FOUNDED PUBLICATION AND 
'!'HE PUBLIO:~.:tnmA.TIONS PROGRAM ESTABLISHED TO MER!' 
~ ITS NEEDS 
l• Public Relations significance. 
It is the object of the writer to examine critically the 
role of public relations in the growth and organization of a 
newly founded publication. The writer will also investigate 
what was done with respect to gaining community acceptance, 
obtaining incree.sed advertising and circulation. Finally, the 
author will attempt to analyze the public relations program of 
the Malden Press, and determine its influence in the newspaper' 
growth. 
Since it presumably will also give recommendations and 
conclus1.ons on ho1"! a: public re_lations program is ever needed 
to meet the changing trends on the American scene, its 
significance is its usefulness to the Malden Press, and other 
periodicals and similar publications. 
II. ~ Study to be developed. 
The case study to be developed will investigate the reason 
for the formation of the Malden Press, in view of the existence 
of the malden Evening ~~ and what the former newspaper has 
done with respect to gaining community acceptance., obtaining 
~ increased advertising and circulation. 
By the Malden Press's community, the ·wri·ter means all of 
the ci'ty of Malden, Massachusetts, and the fringe ureas of 
c===-=,=---=-=-========-=--=--============U=== 
Melrose, Medf'ord, Everett, Saugus, ~vakef'ield, and 
~'O'rth',fl_evere. 
By community acceptance, the author means: 
1. the willing cooperation of' the city of'f'icials of' 
Malden, Massachusetts ~ f'or example with regard 
to paid advertising of' the city, inf'ormation as 
to op~n meetings, and attendance and results of' 
council meetings. 
2. aid of' natural allies to Press and. vice versa. 
a. interest and help of' the Chamber of' Commerce, 
publicity aid, exchange of' speakers, and pro-
motional ideas to build Malden. 
b. aid of' and by merchants. {manuf'acturers ·and 
retailers) e.g. Press aid with community 
problems of' manuf'acturers ..:. unemployment ad-
vertising, goodwill and vice versa; aid_ to 
retailers in planning advertising and pro-
motion tie ins, special editions, retailers 
aid in surveys nfi Press. 
3 • In creased participation in Malden a:f1r'lii:.:tr'S: by 
staf'f' of' the Malden Press, e.g. public af.:fa:hrs, 
PTA, clubs, etc. 
Increased advertising f'rom retailers and manuf'acturers of' 
Malden will be measured by comparative f'igures secured 
f'rom the Advertising Department of'·the ·Malden Press. The 
author will also study the reasons why advertising is not 
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accepted from retailers outside of Malden. 
The author will also chart the reasons leading to the 
increased circulation of the Malden Press (Greater Malden 
Editions) to the immediate outl#iilhgr: connnunities. 
III. Studx Procedure. 
A. Sources to be explored. 
B. 
1. Editorial and Advertising Staff Malden 
Press. 
2. Publisher, Malden Press. 
3. City 'officials, Malden, Massachusetts 
4. Chamber of Commerce, Malden, Massachusetts 
5. Retailers and Manufacturers of Malden, 
Massachusetts. 
6. L.eaders of civic clubs and organizations. 
7. Distributor, Malden, Massachusetts. 
8. Boston Suburban Quality Newspapers Associa-
tion. 
9. United Community Services and other Chari-
ties. 
Methods to be used. 
1. personal interviews. 
" 
2. correspondence. 
3~ library research. 
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